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HORTON PERFECT 36-83 Electric 


Horton pioneered 
the first mechanical washer, 
fifty-nine years AJO. saccring our 


sixtieth year, we proudly present the 1930 Line 
of Horton Washers and Ironers, climaxing a 
steady record of progress and embodying the 
accumulated and ripened experience of over 
half a century. Each model is a masterpiece of 
design, a miracle of quality and value. 

Horton Washers and Ironers are BETTER 
and DIFFERENT because of an ideal that has 
vitalized our every thought and action. 


HORTON MANUFACTURING CO. 


FORT WAYNE, INDIANA 
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THE HORTON 
DO-ALL IRONER / 


Portable Model 





THE HORTO 


DO-ALk IRONER 


Laundry Model 








THE HORTON 


DO-ALL IRONER 


Kitchen Model 
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DRILLS | 
are PROFITABLE 


Many a mill supply distributor isn’t aware of the profit in twist drills because 
the margin is not large. Remember that the sales expense is very low. 

But here is a way to make the present profit even greater. Concentrate all your 
small tool business with Greenfield. It can be done more profitably than ever 
before because the newly developed Greenfield drill is making such a remark- 
able showing in competitive tests that the demand for it is growing daily. 

Drills can be shipped to you along with your orders for screw plates, taps and 
dies, and thus you save buying time, shipping room expense, bookkeeping, 
accounting and other incidentals. 





GREENFIELD, MASGS.,U.S.A. 


New York: 15 Warren St. Canadian Plant: 
Detroit: . 
Chicago: Greenfield Tap & Die Corp. 


é 228 C ss St., W. 
611 W. Washington Blvd. —- spe of Canada, Ltd., Galt, Ont. 





York, N. Y. 


(Printed in U. S. A.) $3.00 per year. Single copies 25c. each. 








GREENFIELDS 


Small Tool Lines 


1 
2 
3 
4 
5 
6 
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TAPS 

DIES 

SCREW PLATES 
TWIST DRILLS 
PIPE TOOLS 
REAMERS 
GAGES 


Simplify Your Selling 
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Mail the coupon to the right 
for information on how to 
distribute this attractive 
new miniature catalog 
put out by Greenlee. 
Distribution costs you 
nothing. 


Meeting the Demand 
for Greater Speed 


HE electrician is a good customer of yours—if you 

handle the items he wants. With him speed is impor- 

tant. He must get his work finished, because he usually 
bids for his jobs and delays or slow workmanship cost him 
money. 


To meet this demand for speed on the part of this valu- 
able customer, Greenlee offers an auger bit, the boring 
speed of which is not approached by any other tool on 
the market. The No. 31 Double-Speed Electrician Bit is 
capable of outdistancing any other bit because it is fitted 
with a double-screw point which leads six turns to the inch, 
or about twice as fast as the average auger bit. It has a 
wide open twist which quickly elevates chips and permits 
no clogging. The pitch of the cutting edge is proportioned 
so that the chips fairly fly when this tool is boring. 


You may now be saying, “Yes, it may be fast, but how 
does it stand up under hard use?” Our only answer is, 
“Just try to wear it out.” Long life must result because the 
No. 31 has two outlining spurs in addition to two side lips. 
When the spurs wear off, this tool is still serviceable. 


If you aren’t stocking this fast moving tool you are really 
missing something. Thousands of electricians are demand- 
ing the 31 and the wise hardware man has it in stock ready 
to offer. 





GREENLEE TOOL CO. 
ROCKFORD, ILL. 


District Sales Offices: 


New York? 15 Warren St. San Francisco: Sheldon Bldg. 
Boston: 34-38 Binford St. Los Angeles: 1302 Washington Bldg. 
Philadelphia: 2401 Chestnut St. Seattle: L. C. Smith Bldg. 
Nashville: 504 Cotton States Bldg. Montreal: 129 St. Peter St. 


Vancouver: 2808 39th Ave. West 


THIS COUPON IS FOR YOUR CONVENIENCE— 
MAIL IT TODAY 


GREENLEE TOOL CO., Rockford, Il. 


Please send me one of your new miniature catalogs and information re- 


garding distribution. 
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All the new Disston Trowels 
have a lacquer finish, which 
keeps them always bright in 
your stock 


No. 28 FINISHING TROWEL. Improved mount- 
ing of specially treated ferrous metal that gives 
perfect balance. Disston Steel blade, hardened 
and tempered, specially ground to place weight 
where it belongs, making a stronger and more 
flexible blade. Long mounting securely fastened 
with ten countersunk rivets. Straight basswood 
handle. Flat thumb rest. Sizes, 10” x 4%”, 
10%” x 4%", 11” x 4%”, 114%” x 43%", 12” x 5”. 


No. 38 FINISHING TROWEL. Same as No. 28 
Trowel, except that it has “California style’’ 
hardwood handle, shaped to conform to hand. 
As in all Disston Finishing Trowels, the tang 
passes through the handle and is locked with a 
steel hexagon barrel nut. 


No. 328 FLEXOLITE* FINISHING TROWEL. 
Improved mounting of drop-forged, heat-treated 
aluminum alloy gives perfect balance. Disston 
Steel blade, hardened and tempered, specially 
ground, strong and flexible. Eztremely light in 
weight. Ten countersunk rivets. Straight bass- 
wood handle. Sizes, 104%” x 44%”, 11” x ” 
and 1144” x 4%”. 
* 





No. 3388 FLEXOLITE* FINISHING TROWEL. 


IJlustrated on opposite page. Same as No. 328 
Flexolite except that it bas ‘California style’ 
hardwood handle. 


No. 68 CEMENTERS’ TROWEL. Made espe- 


cially for spreading and finishing cement. Has 
long, strong mounting of specially treated fer- 
rous metal, flexible Disston Steel blade, correctly 
balanced. Straight handle, with ample knuckle 
room. All blades 4 inches wide, 11, 12, 14, 16 
and 18 inches long with from 10 to 14 counter- 
sunk rivets. 


No. 428 FLEXOLITE* CEMENTERS’ FINISH- 


ING TROWEL. A lighter trowel with mounting 
of drop-forged, heat-treated aluminum alloy, 
giving perfect balance. Straight handle. Made 


in two sizes, 4” x 12” and 4” x 14”. 





No. 7 NEVERSTAIN* TROWEL. Has special 


composition blade that cannot stain the work. 
The lightest trowel made: weight approximately 
10 ounces. Mounting: of drop-forged, heat- 
treated aluminum alloy with seven stainless 
steel rivets, and support post of Nirosta stain- 
less steel. Size 11” x 434”. 


DISSTON No. 8 TEXTURE TROWEL. Length, 


8 inches; width, 3 inches. Made for applying 
the new texture finishes and for work in close 
quarters. Disston Steel blade. ‘*California style’”’ 
hardwood handle. 


*Disston Trade-Mark. 
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Quality—Through 
Care at Every Step 
of Manufacture 















Tubular and Clinch Rivets are 
very carefully safeguarded at 
every step of manufacture. 
Every detail that nearly 60 
years of manufacture has de- 
veloped and perfected is care- 
fully carried out. Why be sat- 
isfied to sell low-priced inferior 
rivets? Here is Quality proved 
and assured! 


Ofpproved / 


——by the keenest 
buying brains in the country 
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TUBULAR RIVET & STUD 
COMPANY 


BOSTON 













‘The largest 
factory inthe 
world devoted 
to the manu~ 
facture of 

Jubular and 
Clinch Rivets 
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ZY ave STANLEY PLANES 


\Y/HICH is but another way 
of saying that Stanley Planes 
are the choice of an overwhelm- 
ing majority of manual training 
instructors and craftsmen. 


This popularity is not a case of 
snap-judgment. Instead it is a 
preference built upon 60 years of 
consistent quality. Continual im- 
provements in materials and work- 
manship have always kept Stanley 


Planes abreast of the times. When- 
ever a craftsman’s work calls for 
a regular or a special plane, he 
knows that there is a Stanley 
Plane designed to do the job. 


This ready acceptance is your 
greatest asset for profitable sales. 


Standardize on the line which 
is most readily aécepted — it 
saves time and increases profits. 


Have you a copy of Stanley Tool Catalog 
No. 129? We shall be glad to send you one. 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 


“J 
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Remington Cash Register Model 436 





MULTIPLY YOUR SUPERVISION 
WITH REMINGTON CASH REGISTERS 


i the owner could handle every transaction in his 
store, his problems would be simplified. 


Remington Cash Registers offer you a system of cen- 
tralized auditing and inventory control which is the best 
substitute for your personal supervision of each trans- 

action. Remington Registers will multiply your supervision 
by giving you a clear picture of each day’s business. 


In the past nine years Remington has developed and produced 
more new cash register features than all other companies combined 








THE ONLY WAY TO GET ALL THE REMINGTON FEATURES IS TO BUY A REMINGTON 


REMINGTON CASH REGISTER COMPANY, Inc. 
Factory and General Sales Office, lion, N. Y. 


Ssheidi, ‘ 


b of R Arms Co., Inc. 
of R gton Firearms, Ammunition and Cutlery 


Remin gton, Cash Cash Registers 


© 1930 R. C. R. Co 








3448 
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HARDENED STEEL BALLS SET IN BOLT 
MAKE HACK-SAWING IMPOSSIBLE 


OPERATION 


6885 — Both bolts are operated from the 

outside by the key. The dead bolt is operated 

from the inside by the turn knob. The latch 

bolt is operated from both sides by the knobs. 

The outside knob is set by the stop in face 
of lock. 


6880 — The dead bolt is operated from the 
outside only by the tenant’s key, and from 
the inside by the turn knob. The master key 
(janitor’s) will not operate the dead bolt. 
The latch bolt is operated from the outside 
by the tenant’s and master keys, and from 
the inside by the knob. To prevent entrance 
to the apartment by the janitor, the dead 
bolt is thrown by the tenant, making the lock 
inoperative by the janitor’s master key. The 
outside knob is stationary. 


SARGENT 
announces 


: UNUSUAL STURDINESS 
e FEATURES THE FACE AND CASE 


REMARKABLY LARGE DEAD 
BOLT WITH LONGER THROW 4 





new cylinder locks of truly exceptional strength 
designed especially for apartment.entrance doors 


SECURITY that is dependable is accomplished by the new Sargent Cylinder Locks Nos. 6885 and 6880, 
of mortise type, manufactured in standard size. e Unusual sturdiness features the face and case. The dead 
bolt is remarkably large, with a longer throw. A burglar could spring it a full inch without releasing the 
door. The latch bolt also is extra heavy. Strength throughout defies forcing and classifies this new lock 
as one that affords dependable and maximum security, one that is actually burglar-proof. It is the perfect 
lock for entrance doors of apartments. @ The dead bolt of this lock cannot be sawed through with a hack- 
saw. Hardened steel balls set in line in the bolt roll as the saw strikes them. The saw cannot get a grip. This 
lock is intended for use with standard Sargent trimmings. Extra cylinders to provide for tenant changes 


may be had at reasonable cost as required. Sargent & Company, New Haven, Connecticut; 94 Centre St., 


New York City; 150 North Wacker Drive (at Randolph), Chicago. 


SARGENT 


LOCKS & HARDWARE 
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or} ened Poin 


we city water mains terminate— 
where there is no rural electrification— 
where farms and homes are isolated from high 
line power—where service and filling stations 
dot the highways—where summer cottages, 
hotels, camps and lodges are remote from 
city conveniences—Myers Self-Oiling Engine 
Driven Water Systems hold the key to mod- 
ern water facilities for household purposes, 
for stock watering, sprinkling, fire protection 
and innumerable other uses. 


















































































Not merely because they provide run- 
ning water at the turn of a faucet is this 
true but because they are easily installed, 
simple and economical to operate and can 
be depended upon for reliable service is 
the outstanding reason for their being so 
successful and sought after by those who 
have water problems to solve. 








Here are a few interest- 
ing facts about them—read 
carefully. Styles for either 
deep or shallow wells, for 
pumping water from lakes, 
springs, streams and other 
sources of supply. Volume 
up to five hundred gallons 
of water per hour—sufi- 
cient for almost any re- 
quirement. Complete units 
with dependable engines 
ready to be connected with 
suction and discharge 
lines. Can be used with 
any style of pressure tank. 
Self-oiling, easy-to-start, 
self-stopping. Simple, in- 
expensive to operate, trou- 
ble free, thoroughly reli- 
able. 


Stop and think a minute. 
Right in your own local- 
ity, just around the corner 
or down the road a few 
miles live folks who are 
live prospects for Myers 
Self-Oiling Engine Driven 
Water Systems. And here 
is the market which un- 
folds itself to those who 
are looking for increased 
sales and profits. Every 
day you delay writing us 
for catalog and complete 
information means just an- 
other day’s loss of this 
highly desirable business. 
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Write or wire. 
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PUMPS ‘WATER SYSTEMS -HAY TOOLS -DOOR HA 


THE FE. MYERS & PRO.c. CO. 


SHLAND, OHIO 
ASHLAND S SUMP AND HAY TOOL WORKS 
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THE HARDWARE DEALER'S 
BEST MAIN LINE 
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The Yale Line of builders’ locks and 
hardware and miscellaneous trim is com- 
plete and meets every quality need. Yale 
products are nationally advertised, inter- 
nationally known for quality and are not 
sold by competitive price cutting stores. 
Any hardware dealer with an unbalanced, 
slow moving stock will do well to make 
Yale his main line and enjoy steady, fast 
moving traffic. Hardware Dealers who 
concentrate on Yale have found it profit- 
able. Yale Locks and Hardware are sold 
by Hardware Dealers. 
The Name Yale Helps Make the Sale 


THE YALE & TOWNE MFG. €O., STAMFORD, CONN., U.S. A. 


Canadian Branch at St. Catharines, Ontaric’ 
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Z Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
4 Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 


YALE MARKED IS YALE MADE 
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The Business Paper... 


and 
the Open Mind 


“CHOW me a business that has ceased to think” 
says John Moody, famous economist and invest- 
ment advisor, “‘and Ill show you a firm that is on the 
down grade. Show me a concern where ideas are 
no longer welcome and I'll show you one that is 
getting ready to die of dry rot. Show mea company 
that has cut itself off from the stimulation of other 
men’s thought and other men’s knowledge and I 
will show you a firm whose days are numbered.” 
And on the other hand, wherever you find a 
healthy, progressive corporation you will find the 
open mind. You will sense an alertness to know and 
use the experience of others. Almost inevitably you 
will discover that executives regularly and systemat- 
ically read the business papers of their own and 
related fields. Indeed, it is a fact, striking in the 
frequency of its recurrence, that outstanding firms 
make a policy of requiring executives to follow busi- 
ness papers for new ideas, new facts, new develop- 
ments. From such a policy springs the perennial 
resourcefulness that brings success. 


The business press of today does more than any 
other single factor to keep business on its toes. 
Leading thought, improving methods, continually 
adding to the available store of exact working infor- 
mation, the business press performs a very real ser- 
vice to the Nation. 

To that service the business paper of today owes 
its influence with business men. To that influence 
it owes its position as a strong, independent organ- 
ization; commanding a sound, paid circulation; court- 
ing no favors; truckling to no influence; earning its 
advertising revenue because it is the kind of publica- 
tion in which advertising is both read and believed. 











John Moody is among the best known of 
economists and financial advisors. Asa writer 
on business subjects he is scarcely less well 
known than as President of Moody's In- 
vestors’ Service, investment counsel to many 
great financial interests. A keen analyst of 
businesses as investments, few men have bet- 
ter opportunity to evaluate progressive man- 
agement as a factor in success, or to observe 
the outstanding part played by technical, 
industrial and merchandising papers in the 
development of modern business. 


A l0- 


THIS SYMBOL identifies an ABP paper... It 

stands for honest, known, paid circulation; 

straight-forward business methods, and edi- 

torial standards that insure reader interest .. . 

These are the factors that make a valuable 
advertising medium. 


This publication is a member of the Associated Business Papers, Inc... .a cooperative, 
non-profit organization of leading publications in the industrial, professional and merchandising 
fields, mutually pledged to uphold the highest editorial, journalistic and advertising standards. 


THE ASSOCIATED BUSINESS PAPERS, INC. 


TWO-NINETY-FIVE MADISON AVENUE 


NEW YORK CITY 
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Those are two of the attractive features 
about Bassick Casters and No Mar Rests 
—they sell themselves when properly dis- 
played—they are all-season selling items. 


» » Three square feet on your counter is 
space enough to present this complete 
new service. Display the 7 standard items 
pictured on this page, and you show an 
item for every need in home or office. 


» » When your customers see them they 
will be reminded of the beds in their 
home that ought to have new casters, and 
the unguarded sofa legs that are gouging 
the parlor carpets. When these items are 
displayed prominently they act as their 
own salesmen. All you do is keep the 


line complete. 


» » You'll be surprised at the demand 
for Bassick Casters and No Mar Rests 
right in your neighborhood once you 
have displayed them. There isn’t a home 
that's not in the market for floor protec- 
tion. This constant home need produces 


consistent profits for you. 


» » Let us send information about the 
line. We'll gladly give you facts and 


suggestions. 


THE BASSICK COMPANY 
BRIDGEPORT CONNECTICUT 


For 34 years the buy-word for fine 
casters and furniture rests 


Send information about COMPLETE BASSICK SERVICE to address in margin below 
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THE 
GREATEST 
Whtine Adsen Comenysim  COFFERED TO 


troducing a startling new idea in 
paint brush selling . . . brushes re- 
duced to three classes . . . each brush 
built for a specific purpose . . . each 
type of brush packaged in a special 
unit display box . . . each box identi- 
fying and illustrating the specific use 
for the brush. 


Immediately every paint customer 
that faces you can select the right 
brush for the right job. Instantly the 
customer sees varnish brushes in a 
brilliant display marked ‘‘Brushes 
for Varnish.”’ The display of brushes 
for ‘‘Paint’’ speaks out, ‘“‘I Am for 
Paint.’’ The enamel brush display 
echoes, “I Am for Enamel.” Every 
brush is identified. Every sale is sim- 





plified. Every profit multiplied. 
And the best part of this upstanding new boxed line is the way it will step up your 
brush turnover and sharpen your profits on both brushes and paint. Paint sold with 
good brushes always satisfies the customer. The fact is, good brushes increase paint 
sales, as hundreds of retailers throughout the country have told us. Now the need to 
sell the right brush for the right job is put on a practical, profitable basis. 

To give each retailer who displays these new brushes every possible selling advantage, 
a conservative but forceful national advertising campaign is being conducted, directing 
attention to this new boxed line. This is the first time any paint brushes have been 
identified and merchandised so that the retail merchant can take direct advantage of 
the national advertising which sends customers to his store. 


And remember this: Whiting-Adams Brushes are made by the oldest maker of paint 
brushes in America. Every brush is perfectly made. Every brush gives you a real live 


WHITING - 


BRUSH MAKERS TO THE 
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MODERN STIMULUS EVER 
INCREASE PAINT DEPART- 
MENT PROFITS 


A WHITING - ADAMS TRIUMPH 


A Paint Brush Development That Increases Paint Sales 








a le oe 

WHITING 
profit. And now, at this VAN : 
| 
psychological moment, you 2 
have this famous line of Up a 


WW. 


Whiting -Adams Brushes, BRUSHES 


TOsTON. U. 5. A. U. $. a 


plus the newest and most 
progressive idea ever put 
before the trade to increase 
paint department profits. 


Exercise your right to these 
profits. Get the complete 
story of this new idea by 
using the coupon at right. 


ADAMS CO. 


PAINT INDUSTRY SINCE 1808 


i 








2 





“ADVANTAGE Se 


Identifies brush as a nationally advertised 
product. 


Automatically selects for your clerk and 
your customer right brush for the job. 


Illustrates use of brush on the Display Carton 
and automatically answers all questions. 


Simplifies brush buying for both Retailer 
and Jobber and speeds up turnover. 


Insures customer getting proper results from 
paint purchased from you—completing 


“Modern Method of Paint Selling.” 


Insures you handsome profit by reason of our 
policy of selling to legitimate Distributors 
only. 


The new ~— is backed up with aggressive 
advertising and popularly priced. 


Enables immediate sales tie-up with your line 
of — Encourages .sales of brushes for 
each purpose. 


Directs attention of customers to good 
brushes—profitable “trading-up.” 


0 cOn~!] O om Ge 1G = 


This is not an assortment proposition. It is a 
1 selection of standard brushes packed for 
a display. Each size comes in a separate 

isplay Carton. 








eC AG nue A aaa GM a eae, nu 
WHITING-ADAMS CO., 700 iestion rag -, Boston 
Please send us complete information on the new paint brushes 
which are the greatest modern stimulus to paint department 
profits. 





Name -— A eo 


BO a cic naigieadipnentinaieniadaraailan 


We buy brushes from ———_______ fo aa ea 
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ALL-PURPOSE... 


WwoopD 
CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 
HOME OR FACTORY 


Reduces Stock and Satisfies a Varied Demand 
QUALITY—PRICE—PROFIT 


Recommend Them 
Write for Color Card 40-BF and Prices 
Paint Sales Department 


JOSEPH DIXON CRUCIBLE 
COMPANY 


Jersey City, 
Est. 1827 
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Won't Raise 
the Roof” 


If it’s fastened with Reading 
Cut Nails! 


There are no loosened shingles—to be 
set flying by the first stiff wind —where 
Reading Cut Shingle Nails are used. 
Wedge-shaped for a permanent grip, 
these nails have more than twice thehold- 
ing power of wire nails. Galvanized, they 
are proof against rust and corrosion. , 


| Reading Cut Shingle Nails save ex- 
pensive repairs and re-roofing. You 
can sell them to people who want roofs 
that last. Get the facts about the re- 
markable economy of Reading Cut Nails 
—send for our catalog today. 


READING IRON COMPANY 


Reading, Pennsylvania 


Atlanta —_ Cincinnati Pittsburgh Fort Worth 
Baltimore Detroit Cleveland Seattle 

Boston Houston St. Louis er hia 
Buffalo Los — Tulsa New Orleans 
Chicago New York SanFrancisco Kansas City 


READS NG 


<NT NAILS 
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Excellent Brushes For Home Use At Moderate Prices 


Your greatest field for Paint and Varnish Brushes is 
in the home—and here are the brushes for the pur- 
pose at popular prices. 


EXCELSIOR Paint and Varnish Brushes will not 
shed ; they are made of best quality pure black Chinese 
TRADE bristle, thoroughly WASHED and free 


X 4 from dirt; each bristle permanently set in 
ee XCELSIO = tough vulcanized rubber. 
MARK 











Pa ~ 
Also oval and flat sash brushes, lacquer 
brushes and flat paint and wall brushes—all guaran- 


teed. Write your jobber for prices. 


Jobbers write for catalog. 


EDWARD E. ROBINSON 


Manufacturer of Paint and Varnish Brushes 


347 West Broadway New York, N. Y. 





























RicHi— 
LADDERS 


—for Every Purpose 


RICH Spruce Ladders are designed and built for maximum 
safety. Their light weight, easy handling, and durability enable 
you to sell them at a good profit. Send for catalog and prices. 


WE PAY THE FREIGHT. 


“THE RICH PUMP & LADDER CO. 


Cincinnati, Ohio 
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OST successful retail businesses are operated on the basis 
that it pays to sell products for which acceptance has 
already been created. 

Since 8 out of 10 painters use Dutch Boy—according to an 
impartial, nation-wide survey—you are assured in advance of 
a steady demand for this high quality white lead. 

When you sell Dutch Boy, you also make customers for 
flatting oil, linseed oil, turpentine and drier. 

Dutch Boy White Lead comes in both soft paste and heavy 
paste forms—in 100 Ib. kegs, 50, 25 and 12/3 pound pails. The 
Dutch Boy trade-mark on every keg and pail is a guarantee 
of purity and highest quality. 

Co te ee oe i ee Se ee ee ee es ae 


New York, 111 Broadway — Buffalo, 116 Oak St.— Chicago, 900 West 18th St.— Cincinnati, 659 
Freeman Ave.— Cleveland, 820 West Superior Ave.— St. Louis, 722 Chestnut St.— San Francisco, 
2240-24th Street— Boston, National-Boston Lead Co., 800 Albany Street— Pittsburgh, National 
Lead & Oil Co. of Pa., 316 Fourth Ave.—Philadelphia, John T. Lewis & Bros. Co., Widener Bldg. 


Hacand 


(According to an impartial, 
country-wide survey} 
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A5 words that 


say more than a book 





If any painter, or other consumer, wants his money 
back on his purchase of Lingerwett Remover, for any 
reason whatever, you are authorized to give it to him. 
Simply let us know and we will pay you the full sell- 
ing price, immediately and without question. 





LINGERWETT simply has to 
be the definitely superior 
remover that it is. 


Read that guarantee again. It is 
that guarantee, coupled with the fact 
that Lingerwett is a truly better 
remover, that has made Lingerwett 
sales increase from year to year. 
There are no “ifs,” “ands” or “buts” 
in the Lingerwett guarantee—we 
mean just what we say. And why 
not? A product like Lingerwett can 


afford to be backed with a guarantee 
like that. 

We mean business. So does Lin- 
gerwett—plenty of good-will build- 
ing business for you. Order now, 
while it’s on your mind. 


The Wilson-Imperial Company 
115 Chestnut Street Newark, N. J. 


Lingerwett is the most heavily advertised and the 
most widely sold remover in America. 


LINGERWETT 
























HARDWARE AGE for JUNE 19, 1930 














Zinc Oxide and Lithopone in Paint 


—To the painter it means real jobs 








—To the paint dealer it means satisfied customers. 











pe containing the zinc pigments— Zinc Oxide and “Albalith’’ Lithopone— 





are profitable paints to use and profitable paints to sell. ¢ The master painter— 
the progressive master painter who knows his materials—can always make a profit 
with Zinc Oxide and Lithopone base paints. ¢@ He knows that covering power 
in paint is paramount. In these paints he gets the kind of covering power 


that only Zinc Oxide and Lithopone can give. @ His white jobs are 





better—he knows the reputation Zinc Oxide and Lithopone have for 
whiteness. They stay white because there is no kind of weather that 
can darken these paints. @ Tints—they’re clearer and brighter— 
and how they last! @ His customers recommend these paints for 
durability, too. Zinc Oxide and Lithopone paints have a 


smooth, tough film which out-lasts ordinary paint films. 





The progressive paint dealer sells paints containing 
Zinc Oxide and Lithopone. And he is using these 
excellent selling points to increase his paint profits. 








The 
New Jersey 
. , Zinc Company 
Zinc Oyiel- 160 Front Street, 
New York 
Flite 


Allbalith Lithopone 1 
in Paint ALNe 
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HIGH LEAD CONTENT 


eliminates painting troubles « pure lead paint gives the best 


satisfaction of all ¢ build YOUR good reputation by selling pure 


lead paint e by selling Eagle Pure White Lead (old dutch process) 


Eagle comes both ways 
—both as Soft Paste and as Heavy 
Paste. Most painters have changed 
over to.the Soft Paste, which comes 
already broken-up to shop - lead 
consistency, thereby saving paint- 


ing time. 
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An Improved Filler 
\ — that Everyone can use 


ba: 8 


for Cae 
Painters 1 


Plasterers 
Carpenters 


Householders 


Vix it with water The Best Thing 
Next To Wood 

It hardens rapidly - 

It does not shrink 


Keonomical and lasting 


{ mingral filler made by the makers of Plastic Hood 


2 Ih. can 50¢ I Ib. can 306 5 Ib. can S100 


Packed 12 to a carton. Dealer's discount 33 1/3 
1 Hardware and Paint Wholesalers 


ADDISON-LESLIE CO., Mfrs. Canton, Mass. 


Every Break 
and Crack... 


Smooth, white, hard, 
permanent patches. 
Inexpensive. Packages 
of 212, 5, 8, and 15 
Ibs. Will not shrink. 
Send for samples and 
prices. Pecora Paint 
Co., 4th Street and 
Glenwood Ave., Phila- 
delphia, Pa. 






































MURDPHY FINE FINISHES 





Famous for 65 years among architects, master painters 
and makers of products requiring a fine finish 


Da-Cote Enamel 
Da-Cote Floor Enamel 
ba-Cote Varnish Stain 
Quick Velvet Enamel 


Transparent Spar Varnish 


Brushing Lacquer 
Univernish 
Linoleum Lacquer 
Muronic Enamel 


Transparent Floor Varnish 


Transparent Interior Varnish 


Airplane Super Spar Varnish 


Quick White Enamel 


MURPHY VARNISH COMPANY, Newark, Chicago, San Francisco 











‘PF BRUSH-NU COMPANY 








at) BALTIMORE 


MARYLAND 
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ow are you, % 





Mr Black “AX 
how ave You — 


‘THE magazine or newspaper reader 
forgets his friends in the advertising 
columns if they absent themselves for a 
while as easily as he forgets acquaintances 


of flesh and blood. 


Therefore, the product that turns over 
steadily must be advertised consistently. 


Nicholson File national advertising is now 
in its ninth consecutive year—in practi- 
cally every medium that might reach pros- 
pects for Nicholson Files. 


Consistency and continuity has created— 
is creating — sustained turnover of Nich- 
olson Files. 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. 


OL 
Se 
U.S.A. 


(TRADE MARK) 


—A FILE FOR EVERY PURPOSE 
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Buy All 
Your BRUSHES 


From One House 


It stands: to reason that a 
company making Brushes and 
Brooms EXCLUSIVELY and in 
enormous quantities, can serve 
you better than a concern whose 
interests are divided. 


Milwaukee Brushes are a 
SPECIALTY with. us—not a 
“side line.”. They include every 
type in Wire, Bristle and Fibre 
(except Paint and Varnish 
Brushes) for which there is a 
profitable demand. And during 
the twenty years they have been 


Brushes of better Quality, has 
given the trade quicker service, 





marketed, no one has produced |; 





or has sold them at prices more 
advantageous. | 


The MILWAUKEE BRUSH 
MANUFACTURING CO. 


Milwaukee, Wisconsin 
Makers of 


BRUSHES and BROOMS 


WIRE—BRISTLE—FIBRE 











GET THIS CATALOG 


It contains 96 pages of 
practical Brush and Broom 
information so indexed 
that a merchant can in- 
stantly turn to the very 
type of Brushes desired 
and order or reorder from 
the numbers given without 
the slightest trouble. Ask 
for Catalog 29. 





“Merrily we roll along” — 


You know the rest or ought to. But, 
do you know that Allith equipped 
doors “‘roll along,”’ too? Not merrily 
perhaps, but easily and silently. Hard- 
ly any effort is required to start them 
in motion. The famous Allith round 
track installations are noted for their 
their truly 


ease of operation... 


eé 99 
roller coaster performance. 


That's the big thing customers like 
about them. And here's what 
ALLITH dealers enthuse about . . . 
profits from ALLITH garage door 
hardware “‘roll”” in with a minimum 
of sales effort. That's the big thing 


with any piece of merchandise. 


Give us a chance to tell you how they 


will start business “‘rolling YOUR 


way. Write 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 


Allith 
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: —bigger sales 
‘ ; ; : 
6 

: —bigger profits 
7 * * + ® 
: —bigger dividends 
: : 
; Of course you are interested in ; 
s sales. More interested in H 
‘ profits. Vitally interested in : 
4 dividends. We all are. : 
, a 
t But to get the bigger dividends : 
: a lot of attention must be de- : 
: voted to “sales.” Selecting the : 
; right merchandise is most im- ‘ 
: portant—merchandise that will ‘ 
‘ sell quickly and stay sold. : 
: That’s what builds sales vol- 
; ume. 1 
' : 
H There is a line that meets these : 
H requirements—Dasco Tools H 
‘ and Cutlery. Quality and price : 
“e°*, are in tune. Thousands of Pa 
..¢ dealers prove it every day. You ‘s.+ 


can. 


The line is extensive and com- 
plete—it will do credit to your 
store. It will do well by your 
profit account. 


BAS CO 


Tools and Cutlery 


Write for latest catalog—and when a “Dasco” 
salesman calls, be sure to see the line. 


DAMASCUS STEEL PRODUCTS 
CORP. 
Makers of High Grade Tools and Cutlery 
ROCKFORD, ILLINOIS, U. S. A. 


Branch Offices and Warehouses 


94 S. Broadway, Denver, Colorado 

328 Holladay Avenue, Portland, Oregon 
478 Tremont Street, Boston, Massachusetts 
149 Church Street, New York City 
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EVEREDY HOME BOTTLING SPECIALTIES 


— oe 


i nf 


The Sure Way 
to Profit 


from the big home 
bottling market @ 





TANDARDIZE on the Ever- 
edy line. Hardware dealers 
everywhere will tell you that’s 
the one sure way to get the most 
in sales and profits from the big 
home bottling market. For Ever- 
edy offers the best known, most 
complete and most dependable 
line of home bottling accessories 
in America. 

Heading the line for 1930 
is the new Gear Top, Sr., 
Capper that is making a big 
hit everywhere. It’s the first 
arbor press type capper ever 
made with a spring handle 
lift. And included in the line you will find cappers 
to meet every demand at prices to suit every purse. 

Another profit making specialty that you don’t 
want to overlook is the wonderful Everedy Syphon 
Filter. It sells on,sight to every home bottler who 
wants clear, sparkling beverages. And it builds re- 
peat business on filter discs just as safety razors 
build business on blades. 

Order Everedy Home Bottling Accessories from 
your Jobber today. Or let us send you full particu- 
lars about the profit possibilities of the Everedy 
line, and about our new 1930 Window and Counter 
Displays and other free dealer helps. Write now! 


The EVEREDY Co. 


FREDERICK, MARYLAND 


Also manufacturers of the Famous Everedy Silent Door Closers 
and Everedy Adjustable Screen Door Grilles. Write for Catalog 9D. 


Everedy products are sold hy 
leading jobbers everywhere. 


si i> 
i" ap: ji SYPHON FILTER 


STRAINER SET 
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No. 03776 Robe Hook No. 03352 Tumbler Holder No. 03179 ie See 





White Finish White Finish White Finis! 
No. 3776, Nickel Finish No. 3352, Nickel Finish No. 3179, Nickel Finish 
No. X3776, ‘Chromium Finish No. X3352, Chromium Finish No. X3179, Chromium Finish 


Furniture 


cTrimmings These three ruxcco Bath Room Fixtures are very popular sellers. 
pholsterer’s . ° A ; 
Nails, Eyelets, Attractive designs, well made, beautifully finished. 
aa oon — 
as r: 


Choice of White, Nickel, or Chromium Finish may be had 
in all styles shown. The pleasing Chromium Finish over nickel 
plate on a brass body saves the housewife from constant scour- 


ing. They never rust or tarnish. 
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AMERICAN RING COMPANY  poston—iz0 summer St. New York—2 Hudson St 


San Francisco—116 New Montgomery St. 


a3 Waterbury Connecticut Chicago—29 E. Madison St. 
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TRADE MARK 


AIR DRIED FULL STRENGTH IN 


Watch for — Write for Our 


Our Trade Mark oe Booklet and Prices 
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The Victor Decorator Extension Trestle Painter’s Trestle Purpose 


W. W. BABCOCK CO. - - BATH, N. Y. 
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Exrrupep Merat PADLOCKS 





Made from ‘a solid block of extruded brass 
metal machined to receive the Corbin pin tumbler 
mechanism and providing a practically unlimited 
number of changes which can be had with master 
and grand master-keys. ... 

The easy operation of the key in the keyway 
opens the lock quickly and a light pressure on the 
shackle snaps it closed... . 

Stock Corbin Extruded Metal Padlocks—Their 
worth is proven by their consistent satisfactory 
performances at all times and under all condi- 
tions. 

Write for descriptive folder ADF2 


CORBIN CABINET LOCK CoO. 


THE AMERICAN HARDWARE CORPORATION :: SUCCESSOR 


NEW BRITAIN, CONN,, U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 























A Clean, Round Hole 
ALWAYS! 


The reason so many workers in 
hardwood, furniture repairers and 
pattern makers prefer the genuine 
Russell Jennings Auger Bits is their 
absolute accuracy. 


They are sized to micrometric 
measurements and carefully finished 
by hand, by men who have been 
steadily at this kind of work for 
many years. 


The keen lips cut clean. The hole 
corresponds exactly with the size of 
the bit. The result is a job that is 
right. 


The RUSSELL JENNINGS MFG. CO. 


Chester, Conn. 
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Distributed thru Wholesalers 
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Farm Problem According to Alexander Legge, 


Affects chairman Federal Farm Board, 
Business more than half of the decline in 

lumber sales is due to reduced farm 
building. The farmer, he says, does not use steel, con- 


crete or other lumber substitutes when he builds his 
home or other farm buildings. Lumber is still his most 
economical material for building. 

The farmer, however, has curtailed his building be- 
cause conditions in the farming industry which have 
existed for several years, and still exist, are not such as 
to encourage the farmer to improve his property. 

While this may seem like a problem which interests 
only the farmer and the lumber trade, such is not the 
case. If Mr. Legge is correct in his belief, the pros- 
perity of the country at large is involved. The hard- 
ware industry is vitally interested, not alone because it 
deals in builders’ hardware, tools and other appliances 
incidental to building, but because the farmer is a big 
consumer of hardware and allied lines. Perhaps busi- 
ness has been viewing “farm relief” from the wrong 


angle. 


Frederick S. Snyder, chairman of 
board, Institute of American Meat 
Packers, says that the latest official 
figures available show that the total 
public and private net wealth of the United States, if 
equally divided among the population, would amount to 
$2,928 per capita. Presuming that this amount would 
yield a net income of 5 per cent, after paying its part 
of taxes; etc., there would be a net per capita income of 
less than 40 cents a day. 

Viewed in that light, it is probably a good thing for 
the country at large that all the net wealth is not equally 
divided. Used as capital, it furnishes employment which 


Forty Cents 
a Day 


yields far more than if held individually in small 


amounts. 

Forty cents a day, per capita, would never get this 
nation very far commercially, or in other ways, and pur- 
chasing power today depends upon a high rate of em- 


ployment at fair wages. 


The Problem of In the past 27 years there has 
Government been an increase in population in 
Overhead this country of somewhere around 


15 or 16 per cent. During that 
period our wealth has practically doubled, which sounds 
very encouraging. The fly in the ointment, however, is 
the fact that our expenditures for Government, national, 
State and local, have quadrtipled, while our public debt 
has increased seven-fold. 

It looks as though overhead is a Government problem, 
as well as a problem of business. 


The mail order houses have dis- 
continued payment of freight on 
summer sales items. It is generally 
understood that the practice of pay- 
ing freight on shipments to customers will be entirely 
discontinued with the advent of their new catalogs in 
August. They are, however, expected to continue pay- 
ment of mailage on parcel post shipments. 


The Freight 
Payment 
Boomerang 


Paying the freight has been an unprofitable experi- 
ment for the mail order houses. It increased their busi- 
ness from distant points where freight is an important 


‘item, but it had little effect on sales to nearby points. 


29 


The business gained was largely business which did not 
pay. In other words, the mail order houses have learned 
by experience that volume at the expense of profit, is 
merely waste motion. 


(Index to Editorial Contents will be found on page 84) 
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Business Bigamy is Legal 


But is it Fair? 


“A cCKINNEY decided it was not fair. The hard- 
M ware merchant assumes the responsibility of 
selling the manufacturer’s goods to the ulti- 
mate user. If he is progressive he helps to develop 
the market. He adds his knowledge of hardware 
to the manufacturer’s reputation in presenting the 
merits of the wares. Here is formed a close bond 
of business friendship and cooperation. For the 
manufacturer to then make the same goods avail- 
able to the retailer’s chief competitor—the chains 
—seems decidedly unfair . . . McKinney has cast 
its lot with the legitimate hardware trade of the coun- 
try. This policy plus the quality of McKinney prod- 
ucts and their special characteristics have made the 
McKinney line the most profitable to retailers. 


President 


McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 


The Jewelry of the Home 


STRAP, T AND BuTT-HINGES; NON-MortTISE BUTT- 
HINGES; MCKINNEY FORGED IRON HARDWARE; 
MCKINNEY Locks; GARAGE HARDWARE AND PADLOCKS 


é 
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UNEMPLOYMENT 
CONUNDRUMS 


(1) A high wage-scale encour- 
ages invention—which makes it 
imperative. Invention produces 
machines which displace labor at 
an ever-increasing rate. Labor 
which retains its job continues to 
be highly paid, but the per- 
centage for whom industry can- 
not find a place increases. 

(2)The man over forty is find- 
ing it increasingly difficult to get 
work. Have we any reason to 
think that by 1950 there will be 
greater demand for his services 
than there is today? 

(3) The percentage of our 
total population which is fifty 
years of age or more—and there- 
fore theoretically unemployable 
—is rising. And will continue to 
rise. 


HERE is a disposition on the 

part of a great many business 

men to soft-pedal the subject 
of unemployment. They seem to 
think that the less they say about 
it, the sooner everything will be all 
right. 

“T am sorry,” says the busy ex- 
ecutive, “but what concern is it of 
mine? My job is to move goods and 
make a profit.” True, but he will 
never move more and more goods 
so long as he refuses to see that 
millions out of work means millions 
unable and indisposed to buy. 

One could understand and sympa- 
thize with this attitude if one be- 
lieved that large-scale unemploy- 
ment is merely a passing phase of 
modern industrial life—something 
which comes only at long intervals 
and which like a leaky tire can be 
“fixed up” in no time at all. The 
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An etching by Reginald Marsh. Courtesy The Downtown Gallery. 
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UNEMPLOYMENT 


Here to Stay? 


If So, What About Our Future Markets for Goods? 


By JAMES M. CAMPBELL 
in Advertising & Selling 


facts do not indicate anything of 
the sort. 

Not the least disturbing feature 
of the present situation is that we 
know so little as to how widespread 
unemployment is. We do not know 
whether those without work number 
three millions or six. (And we prob- 
ably shall not know until the infor- 
mation is of little or no value.) We 
do not know whether unemploy- 
ment, other than seasonal, is rising 
or falling. We do not know when a 
turn for the better is likely to come 
or what will bring it about. 

But there is one thing we do know 
—it is becoming increasingly dif- 
ficult to provide full-time employ- 
ment for everybody who wants work 
and is able to work. And there are 


good reasons for believing that this 
is not a temporary condition which 
will disappear when “good times” 
come again. 

High Wages. The American 
wage scale is the highest in the 
world, not merely in money, but 
also in the things money will buy. 
There are exceptions, of course, but 
in the main American employers ac- 
cept the tenet that high wages are 
an important factor in the main- 
tenance of prosperity. But it must 
not be forgotten that a high wage 
scale is in itself a constant incite- 
ment to higher and ever higher effi- 
ciency in operation. This can be at- 
tained in two ways: (1) by install- 
ing machines which do, more quick- 

(Continued on page 74) 





One corner of the farmer’s 

living room is a well arranged 

business office. Your modern 
farmer is a business man. 


Meet Topay’s FARMER 


HERE is no doubt that this country is wit- 
nessing an exodus from its farms, but this 
is a beneficial condition, rather than one call- 
ing for alarm. There are fewer farm people 
but better farmers. 

Surveys of the situation by many agencies 
capable of analyzing it show that the standard of living 
on America’s farms today compares favorably with that 
of any industrial center. Farmers are becoming busi- 
ness men and not mere tilling toilers. In an ever- 
increasing number they are becoming big business men. 
Power machinery is enabling them to cultivate larger 
and they 





tracts of land with a minimum of man power 
are doing it much better; keeping the land in better fer- 
tility and putting its finances on a footing that enables 
the farm family to live on a plane comparable to that 
of well-to-do city people. 


w 


It is true that the farmer has been through a re- 
adjustment period, but today there is no room for the 
“poor” farmer. He has to be efficient and progressive 
to survive. 

New highways and better and more economical trans- 
portation for the farmer and his products: the radio, 
bringing its news of markets, its new ideas and better 
standards for home life and comforts, agricultural edu- 
cation; all: have played their parts in bringing about 
better farm business. Young men on leaving agricul- 
tural colleges, and some leaving business life in the 
cities, are entering the farming business, some with their 
fathers, some on their own, but all applying business 
principles to their work. These men have new concep- 
tions of how an intelligent farm family should live. 

Young women are being trained in domestic science 


and home economics. They are educated to better 
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By J. A. WARREN 
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Courtesy Trade Winds, 
published by Union Trust Co., 


Cleveland, Ohio. 
home equipment and furnishings. Hundreds of thou- 
sands of farm homes are now using modern water sys- 
tems, gas and electric light. The mingling of town and 
country people has tended to increase the speed with 
which this change has taken place. 

One of the most potent influences in farm life has 
been the use of electricity. Electrically operated pumps, 
lighting systems and feed choppers, are now in wide- 
spread use. 
portable electric motors, milk is cooled and bottled elec- 
trically on some farms, and, of course, milking machines 


Crops are being watered by the use of 


are no longer a novelty, but standard equipment. 


Fewer and better Farmers are rapidly chang- 
ing the American farm scene. Machinery 
is eliminating the “poor” farmer and replac- 
ing him with the highly efficient agricul- 
turalist—a big business man, if you please. 


New highways, radio, electric power, and 
the telephone transform his home life to 
one that equals the well-to-do city dweller’s. 


Fewer and better farmers are buying more 
equipment and home comforts—and luxuries 
—than were ever bought before the exodus 
from the farms began. 





The combine, for- 
merly adapted to 
harvesting grain 
only under the dry 
climate regions of 
the West, has now 
gained wider use 
through the wind- 
towing machine 
s+ which allows cut 
— grain to dry on 


the ground. 






The gas engine is and has been for some time re- 
sponsible for the decrease of horses and the growth 
of horsepower. More tools, machines and machine shops 
are appearing on the farms. Farming is becoming an 
industry. 

Methods of crop production have undergone greater 
changes in the last twenty years than in the previous 
5000 years, according to statements made by W. M. 
Jardine, former Secretary of Agriculture. Mass pro- 
duction is coming to our farm lands. Tractors and 
auxiliary machinery are increasing in like manner. The 


following table shows the comparative number of trac- 
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Since 1920, 4,723,552 horses and mules on farms have been replaced by 606,906 tractors, 
767,200 trucks and 4,910,000 automobiles owned by farmers. 


tors and horses and mules on farms in the United States: 


Tractors Horses and Mules 
1.7 Caer 246,083 25,199,552 
LOPS oveccsee 505,933 22,081,520 
GD eo uisrse She 852,989 19,476,000 


With this increase in the number of tractors comes 
an increase in their versatility over a decade ago. With 
higher wheels, adjustable to different widths, tractors 
can do things that no span of horses can do. They 
are now used for planting, cultivating, haying and har- 
vesting of root crops—once thought beyond the sphere 
of their usefulness. Today there is competition to pro- 
vide the farmer with the best in equipment. 

Grain is now harvested and threshed in one opera- 
tion by the use of the combine which is now being per- 
fected to a point where it will be practical to operate it 
in any climate with success 
equal that with which it is now 
used in the dry western clim- 
ate. 

On many farms in the 
western sections of the coun- 
try, tractors are being used 
twenty-four hours a day in 
the busy seasons. 
pendable tools are necessary 
where efficiency is of para- 
mount importance. 

There is a general trend 
upward in farm buying power 
which should continue for a 
number of years, meaning 
new money for those who have 
finished products to sell the 
farm population. Mail-order 


The new general purpose tractor with 

its higher wheels, adjustable to different 

widths of rows, can do anything that 

a horse can do, in addition to furnish- 
ing belt power. 


Here de- on wat : 
















houses sense this and already have their research men on 
the ground studying the trend of farm needs and measur- 
ing the new farm purchasing power. It has been stated 
that the farm business of the next twenty-five years 
will go to those agencies and trade centers that know 
most about the farm business and will work hardest in 
rendering service to get it. 


Local Merchant Can Get First Hand Knowledge 
of Territory 


A new trade territory is out there somewhere beyond 
the town limits that has grown up with new needs and 
new desires, and the merchant who is on the ground 
should be the one best able to measure those needs and 
to serve them. He will get the pulse of the territory 
from first-hand contact if he is mindful of the strong 
selling force that is coming to the farmer in the guise 
of the rural mail carrier. His 
personal acquaintance with 
farmers, properly exploited, 
will prove a telling factor. 

There is this to be kept ever 
in mind: With the new con- 
ception of wealth, these new 
customers from the farms will 
be better and more intelligent 
buyers, and it will take better 
and more intelligent merchants 
to get and hold their business. 
The important move for mer- 
chants catering to the farm 
trade is to provide in some 
collective way to make the 
community an inviting place. 
HARWARE AGE will have some- 
thing to say on this next week. 





| Courtesy ‘‘Trade Winds,”’ 
1 published by Union Trust Co., 
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TRADE “ 


WINDS 


By LLEW S. SOULE 


Short Sighted Pessimists 


HE greatest danger to business recovery to- 
day lies in over pessimism, just as the 
greatest danger to business in 1929 was 
exaggerated optimism. 
Business economists knew at the begin- 
ning of last year that we were riding for a 
They said so, but the public generally. did not be- 
lieve them. The country was full of over optimists 
who jeered at the idea that there was any limit to busi- 
ness expansion. We went merrily on stretching credit, 
mortgaging the future, exaggerating values and reveling 
Finally the inevitable happened; the 


fall. 


in speculation. 
crash came. 

At first people refused to believe that anything serious 
had happened. They said: Business isn’t hurt; it’s 
only a few speculators who are injured. In a month or 
so we will have forgotten it ever happened. 

Unfortunately, the public failed to realize that during 
the years of inflated values, over expansion and specula- 
tion, we had accumulated many unsound conditions ; 
that it requires time to get those unsound conditions out 
of the business system. A disease which has been allowed 
to run for years, cannot be cured in a week. And so— 
instead of forgetting the crash in a month or two, we 
have remembered it so well that in many cases it has 
become an obsession. Now we have too many people 
foolish enough to imagine that there is no limit to busi- 
ness depression. 

All that the over-pessimist can see is the black side 
of the picture. He says: “This present condition of 
business depression is world wide; commodity prices 
are declining, and confidence always ebbs on a declin- 
ing market. Buying is postponed and then given up 
altogether. As a result over production becomes greater 
as manufactured goods fail to move.” 

Some of what he says is true, but his deductions are 
faulty. Commodity prices are declining. But—in some 
cases they have already struck bottom. The best way 
to judge the future is by the past, and in similar ex- 
periences of the past, when buyers thought that prices 
had reached the low limit, there was a buying spurt. 
Immediately wholesale and retail stocks were replenished, 
taking up the slack, and recovery was well under way. 

Note what happened recently when copper prices 


dropped to 121% More orders were placed for 
copper in one month than during any similar period in 


cents. 


our history. 

The pessimists fail to realize that all through the 
present recession period, while manufacturers have been 
radically cutting down on production, people have been 
buying goods; not as heavily as in boom years, but at a 
rate faster than production. With 120,000,000 people 
using more goods than our manufacturers are produc- 
ing, sooner or later there will be shortages in some lines. 
Then production will speed up; confidence will become 
more assertive, and we will find ourselves rapidly climb- 
ing back to good business. 

Study the history of past business recessions. Com- 
pare their causes and durations with this one. You will 
note that the present set-back has already run longer 
than the average without a decided upturn. In all but 
one of the business depressions of the past 35 years, 
recovery has been well under way by the close of the 
year following. In most cases, business has returned 
to full normal before the end of the year following that 
in which the crash occurred. The natural conclusion is 
therefore, that the present recession has about run its 
course, and that the upswing is due. 

Meanwhile we should bear in mind the significant 
fact that all of our former depressions have been aggra- 
vated by tight money and high interest rates. This 
time money is fairly plentiful and cheap. Also it is 
gradually working its way out of the money centers 
to the other towns and cities. \Vith the money situation 
so favorable, there is every reason for confidence that 
an upward turn of business will be noticeable before 
the summer months are over, and well under way during 
the fall. 

Meanwhile every pessimistic word or deed acts as 
a brake on the natural return to full prosperity. 
Pessimism cannot stop recovery, but it can retard it. 
Meanwhile a reasonable optimism, based on sound 
economic principles, can hasten the start and accelerate 
the progress of a prosperity that lacks only confidence 
to bring it back to life and action. 

The only business man who has a right to be pessimis- 
tic is the one who knows he is not efficient enough to 
get his share of full prosperity when it arrives. 
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VACATION Time 


ELLS a PAINT LINE 


The hardware merchant can supply information on the . 


care of watercraft that will help him sell paints and 


varnishes. 


This article will provide that information. 


By BERTHA ANNE HOUCK 


66 ES, yes, I know you're 
right, Mother! Yes, we 


have to repaint the mo- 
tor boat before we open 
the cottage at the lake. 
I know I should have 
attended to it before this. 


You are 





quite right. Quite right, as always. 
But if you'll listen to me for a min- 
ute instead of insisting that it 
should have been done already, I'll 
tell you why the boat hasn’t been 
painted.” 

“When that boat gets refinished, 


I want to see that the job is done 
right. Bill had his painted last sea- 
son and the paint all peeled off be- 
fore two months had passed. We 
are not going to have trouble like 
that with our boat. You know it’s 
the apple of my eye.” 

“Why don’t I go to the hard- 
ware store and ask the dealer how 
to paint it? Why a hardware store? 
Just because a hardware dealer sells 
paint is no reason to suppose that 
he knows all about marine painting 
Yes, I suppose many hardware 
stores do sell boats nowadays. They 
sell other sporting equipment. And 
Mr. Walters did give me some good 
practical information about painting 
that asbestos roof last fall. Well, 
I’ll drop around and see what he 
knows about painting motor boats.” 


* * * 


The foregoing monologue which 
Average Citizen ‘Parker addressed 
to his wife is characteristic of the 
American scene. While Mr. Parker 
is willing, nay, eager, to get his pet 
boat painted, he does not know ex- 
actly how to go about obtaining the 
right kind of paint information. 

Mrs. Parker, on the other 

hand, knows exactly where 

to go for it. She has had 

a great deal of experience 

with the omniscience of her 

local hardware dealer when 
it came to knowing and being able to 
explain intelligibly the practical uses 
of his merchandise. Didn’t he know 
how to make the electric percolator 
“perc” and how the wicker furni- 
ture should be painted; what color 
scheme would make the exterior of 
the house appear larger, and what 
china pattern would go best with a 
peasant breakfast room set? While 
she was willing to allow that her 
minister knew more about her soul 
and her doctor more about Mil- 
dred’s mumps, she was sure that 
no one knew more about hardware 
and paint, including the refinishing 
of a motor boat, than Mr. Walters. 

Let us follow her husband into 
Mr. Walters’ store and see if she 
has overestimated his efficiency. 

“Good morning, Mr. Parker. 
What can I do for you today?” 
Mr. Walters’ friendly competent 
voice instantly inspires confidence 
in Mr. Parker. He explains that 


Cris-Craft Boat Co. 
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he wishes advice about painting his 
motor boat. Mr. Walters fully 
justifies Mrs. Parker’s high opinion 
of him. He has information at his 
finger tips, which includes finishing 
and refinishing of both fresh and 
salt water craft. A poorly informed 
dealer would probably have lost not 
only this immediate opportunity for 
increasing his paint sales but future 
business as well. 

In furnishing information of this 
sort, the hardware dealer has a very 
pertinent opportunity to stress the 
need for frequent repainting of 
water craft. Whether a boat plies 
in fresh or salt water, it should be 
repainted yearly and scraped to the 
bare wood once in about every five 
years. All boats are subject to the 
hazard of extra corrosion from con- 
stant immersion in water. The bot- 
toms are particularly liable to dis- 
integrate. 


Refinishing a Boat 


When refinishing a_ boat, it 
should be taken from the water 
and allowed to dry. After it is dry, 
it will probably warp slightly and 
leak at some of the seams. 
Oakum or candle-wicking should 
be crowded tightly into the seams 
with a caulking tool. The seams 
should then be painted with a paint 
which contains a surplus of oil and 
allowed to absorb as much of it as 
possible. This makes the joints 
both flexible and waterproof. After 
spreading putty over the seams, the 
surface should be painted with 
three coats of flat and one of gloss 
paint. In addition, if the boat is to 
be used in salt water, the bottom 
should be painted with two coats of 
anti-fouling paint—paint which con- 
tains some such substance as cop- 
per or mercuric oxide, which are 
poisonous to the marine borers that 
fasten on the bottoms of ships and 
eat into the wood. ; 

Water craft that has been in use 
for five years should have the old 
paint coat, which has become thick 
and uneven from repainting, re- 
moved with a blow torch in the 
hands of an expert. Then a paint 
and varnish remover should be used 
to remove every particle of old 
paint, and the hull sandpapered 
smooth. After this the surface is 
ready to receive three coats of flat 
and the finishing coat of gloss. This 


* final gloss coat should contain spar 


Boat painting requires a knowledge of materials that are suit- 
able and methods that are necessary. Miss Houck tells both 


in this informative article. 





In furnishing paint information, the hardware dealer has a very pertinent oppor- 
tunity to stress the need for frequent repainting of water craft. 


varnish. At least twenty-four hours 
should be allowed for drying be- 
tween coats. 

In advising his customer about 
the decks and masts, the hardware 
dealer should recommend _ three 
coats of deck paint yearly for the 








A hardware dealer gave a youngster di- 
rections for refinishing this old racquet 
with lacquer and a gold stenciled initial. 


former and three coats of spar var- 
nish for the latter. 

Practical methods of refinishing 
are not the only aspects of boat 
painting that the hardware dealer 
will be expected to understand. Fol- 
lowing his reception of the paint- 
ing information, Mr. Parker next 
asked Mr. Walters: “What color 
suggestions can you give me for my 
boat? I’d like to change the color 
this year.” 

He was advised that boat colors 
should be selected with an eye for 
clearness and strength. Pure orange, 
purple, green, red and yellow are 
very effective with the vibrant blue 
of the sea or lake and the contrast 
of white beaches. Of course white 
is nautically correct, and a flash of 
silver in the water is very romantic. 
Several canoes which are being 
shown this year as distinctly new 
have wide silver borders and coam- 
ings which are put on with silver 
aluminum paint over gray flat paint. 

Painting boats brings the hard- 
ware dealer to the subject of other 
vacation paraphernalia. Whether he 
stocks sporting goods or not, he 
should be able to give as complete 
information on painting them for 
preservation, beauty, or both, as Mr. 
Walters was able to furnish his cus- 
tomers on boat. painting. When 

(Continued on page 75) 
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4 HOUR DRYING 
ENAMEL. 





Vases, bottles and boxes 

finished with quick 

drying enamel make the 

window display of the 

Hull Hardware Co., 

Houston, Texas, produc- 
tive of sales. 


A New Plan For 


Selling Quick Drying Finishes 


By P. O. EGNER 


Houston, Texas 


HERE are two reasons why every hardware mer- 
se who sells any type of household lacquers 

or quick drying finishes should be extremely inter. 
ested in the sales stimulating plan used by the Hall 
Hardware Co., Houston Texas. The first requisite of 
any sales promotional plan is an idea which will create 
or develop a demand. If the plan is so constituted that 
it encourages the customer to spend more money, than 
would be involved in a similar transaction, under ordin- 
ary circumstances, then it is doubly effective. As this 
firm has employed the plan and have found that it has 
both of the advantages mentioned, the sales method 
merits consideration and emulation. 


Refinishing Small Objects 


The demand is created through a new method of 
finishing small objects, which makes a new and ex- 
tremely attractive effect possible. The completed ap- 
pearance of the refinished article simulates marble in 
almost any desired color combination or hue. Thus, it 
develops a demand among women and others who favor 
odd and unusual decorative effects. In addition, as sev- 


eral different colors are required to attain the effect, a 
larger unit sale to the same prospect results. An assort- 
ment consisting of one pint can of floor coating cream 
finish and five quarter-pint cans of the following colors 
in quick drying finishes comprised the suggested outfit : 


The three primary colors—namely red, yellow and blue 
and black and white. 

A paint brush is only used in the process for apply- 
ing the floor coating cream to the article to be refinished. 
The article should then be allowed to dry for from six 
to eight hours. The next step is to procure a pail or 
vessel somewhat larger than the largest article to be 
refinished. Fill the pail or vessel, a little more than 
three-fourths full of warm water. Then open up the 
cans of paint, being careful to mix them thoroughly, 
with a stick about the size of a lead pencil. Dip this 
stick into the paint pull it out and let the paint run on 
the water, at the same time inscribing a circle on the 
water’s surface. Follow the same procedure with any 
number of colors which are desired in the finished effect. 
Before the article is dipped into the pail or vessel, blow 
the paint on the surface, so that it is evenly distributed 
and lies smooth in a streaked formation. This serves to 
eliminate the round, heavy blotches, which result from 
the uneven distribution of the various colors. 

Red and yellow, when used together, will produce on 
some parts of the article an orange color in varying 
tints. In other words, the article will be a combination 
of red, yellow and orange. When yellow and blue are 
used the article will be yellow, blue and green and so on. 
White is of course, used to lighten up the color and to 
produce softer tints. Black on the other hand, will 
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produce shades, and also serves as needed contrast in 
some color combinations. Beautiful effects can be pro- 
cured by using varying amounts of every color repre- 
sented in the assortment. Keep in mind that a very 
small amount of black is required at any time. 

When the colors on the water have been evenly dis- 
tributed by blowing, to the desired color combination 
the next step is to dip the article. Take the article and 
first blow the paint away from the center of the pail or 
vessel, which will prevent the surplus paint from adhering 
to the bottom of the article. Then place the article down 
into the water and submerge it quickly, giving it a twist 
in the process, then immediately pull out the article, 
shake off the surplus water and let it dry. The finished 


effect has a mottled or veined marble appearance resem- 
bling some of the vari-colored pottery now in vogue. 
The blending of the colors, produces an exceptionally 
attractive and unusual finish, which is illustrated in the 
window display photograph accompanying this article. 
The object can then be left in this state or can be coated 
with flat varnish, if a soft satin finish is desired, or it 
can be coated with clear gloss varnish if a glossy finish 
is desired. Varnish will, of course, serve to protect the 
finish against hard wear and usage. 

In the window illustrated, some of the articles were 
left unfinished as a contrast, and to bring out the before 
and after effect. Signs on like articles were lettered to 


(Continued on page 76) 








A WINDOW DISPLAY SUGGESTION 


THAT WILL 


SELL PAINT 
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S a basis for an attractive window display proclaim- 
Aix the merits of lacquer the above sketch is of- 
fered. If the window trimmer will augment 
this composition with well chosen crepe paper back- 
ground effects it will result in a well balanced, colorful 
and appealing window. 
At this season of the year the greatest effect will be ob- 
tained by the use of cool colors. Try two tones of light 


green relieved by touches of white. The same plan can 
be followed in blues, and it is permissible to introduce 


light tans sparingly where the latter combination is used. 

The large center card is simple in its design, and any 
show card writer can produce it without trouble. It is, 
of course made on compo board or some substantial 
material so that it will stand solidly, and the turban and 
hands are cutouts. The familiar chairs, one unpainted 
or old and the other snappily lacquered, complete the 
properties with the merchandise added as desired. 

Try this in your next paint window and see the 
results. 
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Cc. V. DAVENPORT 
Author of this article 


I; is strange how the disposition of 
sales clerks affects customers and 
sales in summer months. if your 
disposition is at all irritable, it cer- 
tainly rubs them the wrong way and 
your sales volume is bound to 1¢gis- 
ter low and cold. 

Customers are most appreciative 
and receptive to the store where sales 
clerks take more than usual interest 
in their selling job, especially dur- 
ing the period when the thermometer 
registers between 90 and 100 degrees. 

Your frame of mind has much to 
do with summer selling. The Real 
Producers are those who concentrate 
their energy on their selling job, 
eliminating their desires or their 
likes, bending every effort toward 
the customer’s interest and comfort. 
This sort of person is always rated 
as a “Top Notcher.” 

During hot weather, merely an- 
swering customers’ questions or 
showing the merchandise asked for, 
is not salesmanship. Customers have 
a right to expect more than this, 
and it should not be necessary to 
ask for it. 

It is salesmanship to give more 
service than is expected rather than 
less. You must get the customer’s 
viewpoint and make such suggestions 
as will be appropriate and valuable 
in making final selection—interest in 
customers and their purchases then 
becomes such helpful service that 
they are more eager to buy. And the 
customer does not forget such high 
class service, but returns to buy from 
the helpful sales person. 

Getting the customer’s viewpoint 
is done by asking timely questions, 
noting the customer’s reply, and later 
comments on what is shown. 

In hot weather selling, enthusiasm 
heads the list of personal qualities 


during hot weather months. 
customers and saying, “There it is.” 


Pop Gun Salesmanshi 


Won't do in July 


Genuine Enthusiasm Sells Goods 


You must be able to cope with all types and wants of customers who shop 
Simply placing merchandise before prospective 
Then taking a handkerchief out of your 
pocket and removing the perspiration from your brow and start talking about 
the weather, is about the smallest type of Pop Gun selling a salesman can give. 


* 





eB oom 


that lead to more sales. It expresses 
itself in various ways. 

Giving attention to the important 
features of the merchandise you are 
selling gives opportunity for that 
enthusiasm which arouses desires to 
possess. : 

Enthusiasm is not mere nervous 
excitement or smooth flow of words. 
It certainly is not exaggerated and 
untruthful statements leading the 
customer to believe he is getting 
what he is not, such enthusiasm 
never makes for success. 

The enthusiasm that brings suc- 
cess at all times is that intelligent 
belief in one’s merchandise which 


forces the salesperson to manifest 
deep felt interest in making his cus- 
tomers see and appreciate the value 
of his merchandise, as he himself 
sees and appreciates it. 








weather. 







































HOT WEATHER 


SELLING SUGGESTIONS 


Don’t complain to customers about hot 


14,’ Suggest hot weather items while cus- 
tomer is waiting for change. 


Avoid errors when change of 
address is given from town or 
city to vacation address. 


Serve more than one customer 
at a time and do not complain 
about shortage of sales people 
due to vacation. Speed up your 
own efforts. 


Give the customer every assistance 
possible, especially when he has 
several packages to carry. 
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A Short Business Story 
Complete in This Issue 


The 
PASSIN 


JACK 
HARDING 


T was a hot humid day, and the disposition of Jack 
Harding was as disagreeable as the weather. Jack 
was one of four sales employees of the Mosby Hard- 
ware Co. He was inclined to be sarcastic, and 

| with eyes which automatically shifted when sub- 
jected to a direct glance. 

He had been out late the night before and needed 
sleep. Also he was peeved over a situation which had 
arisen in his courtship of Clara Gates. Jim Bailey, 
working behind the same counter with him had long 
cherished a fondness for the vivacious Clara, and only 
the previous day she had commented rather favorably 
on Jim’s steadiness and application to business. “Humph” 
retorted Jack. “He’s not steady, he’s just slow; always 
puttering around the stock and leaving me to handle 
the trade. The old man’s got his number, and I don’t 
think he’s going to last very long.” 

Just now Jack was leaning up against a counter, hat- 
ing the world in general and his rival in particular. It 
was 10 a. m., and Jim had just come in. “It’s a wonder 
you wouldn’t get around in the mornings” Jack sneered 
as he passed. “Sorry” said Jim. “I stopped to see 
Dan Milligan; he’s going to build four houses on con- 
tract, and I’d like to take his hardware order.” “Yeah,” 
said Jack, “tell that to Sweeney.” 

Five minutes later Jed Mosby, owner of the business 
and known to the force as “The Old Man” startled Jack 
out of his reverie. “Have you put that tool: shipment 
into stock yet, Harding?” he queried. “No,” stammered 





“The old man wants to see you,” 

Jack informed his fellow sales- 

man, “I think he is going to raise 

your salary for outside work,” he 
added sarcastically. 


Jim just got in, and I’ve been 
busy with the trade.” “Better get at it” was Jed’s only 
comment as he strode forward to meet a farmer friend 
who had just entered the door. 

Later that day Jack slipped quietly into the office where 
the “old man” was checking the sales report. “Mr. 
Mosby” he said meekly, “there’s some things going on 
that I think you ought to know about.”’ “So,” said Jed 
“what are they?” “Well,” said Jack, “I don’t like to 
say anything, but Jim Bailey always seems to be out 
of sight when there’s anything to do. He didn’t come 
to work until 10 o’clock this morning, and it isn’t the 
first time either. The rest of us don’t want to be blamed 
for not getting things done, when it’s due to some one 
else shirking. Of course I don’t want any one to know 
T told you, but you ought to know.” “Of course,” said 
Jed quietly, “I'll look into it. Got those tools put 
away yet?” “No,” said Jack hastily. “I was inter- 
rupted.’ And he stepped cautiously back into the sales- 
room. 

Jim was on time the next morning, but when he left 
for lunch he failed to return until after 4 o'clock. Jack 
glanced furtively around for the “old man.” Then sidled 
quickly into the office. “Mr. Mosby,” he said in a low 
tone, “you know what I was telling you yesterday. 
Well Jim has been out all the afternoon; he just came 
in.” “Tell him I’d like to see him,” said Mr. Mosby 
gruffly. (Continued on page 80) 


Jack. ‘Haven't had time; 








e “Country” Store 


Comes Back 


HE hardware business 
is not what it used te 
be but in many ways it 
has more _ possibilities 
than ever 
cause of the almost un- 


limited field of merchandise it can 


before be- 


draw from. 

Near our store is a city block which has changed 
greatly since we started retailing hardware 30 years ago 
This block seems to me to typify many of the changes 
which business has had to face. Just two houses were on 
this block when we began business. They were old- 
fashioned frame mansions of the type built in the 
‘seventies and ‘eighties. They had gardens and large 
lawns and each had a large carriage house with separate 
apartments for the coachman and the gardener. 

In this block today are three apartment houses. In- 
stead of two families nearly 300 families now live there, 
but, as far as hardware sales are concerned, we were 
much better off in the old days. 

Each of these homes had a complete stock of tools. 
The gardener and coachman, in addition to their regular 
duties, served as general handy men for the upkeep of 


the place. 


By R. J. ATKINSON 


Former President, National Retail Hardware Association 
in “‘Nation’s Business” 


F YOUR potential market increased from two customers to 300 
you might find it difficult to realize that sales possibilities had 
actually fallen off. This hardware merchant found that to be true 

and acted to meet a new condition that is not uncommon in business. 
When changing conditions closed his market he made another one. 


They had complete stocks of tools to keep the houses, 
stables and gardens in good order. They bought hose, 
lawn mowers, steel goods, paints, wire, stable tools and 
similar items. 

The apartment houses today have no demands of this 
kind. The janitor of each has perhaps a saw, a ham- 
mer, a screw driver, a stepladder and a pipe wrench 
and the chances are that they are second grade tools, 
at that. As there are no lawns the market for lawn 
mowers and steel goods is gone. 

The tenants buy no tools because they leave the ques- 
tion of upkeep to the owners. While these families do 
patronize the hardware store, their purchases are far 
different from those of the two families that formerly 
traded with us. Their purchases amount to as much 
or more in dollars and cents but force us to extend 


our lines greatly. 





In the days of the old frame mansions families bought hardware 
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Drapery hardware, house furnishings, electric appli- 
ances, paints, auto supplies and shades are a few lines 
that have found their way into hardware stocks. 

Lately we have added unpainted furniture, a salable 
item which also helps to increase the sale of enamels and 
varnishes. If you are selling hardware and the demand 
begins to shrink you have to sell something else if you 
want to stay in business. 

Despite these changes, every shop that attempts ‘to 
function as a hardware store must carry a complete line 
of hardware even though with many it is no longer 
the money-making stock of the business. 

What is true of this former residential block is 
largely true of our whole business. If a furniture sales- 
man had come into our store 30 years ago and suggested 
that we take on a line of furniture, we would have smiled, 
politely, I hope, and told him that we were in the hard- 
ware business and that furniture had no place in our 
store. The hardware store of today differs from the 
same store of 30 years ago not 


because the hardware man 
wanted the change but be- | 
cause the habits and tastes of an 

——_ 


the public have changed. 
General Stores Are Growing 


We are largely going back 
to the general or what I may 
term the country store. | 

What was once the exclu- 





The old fashioned carpenter who made everything, 


including doors and sashes, is rapidly passing 


Drug stores have always carried cigars but today the 
cigar store competes with the drug store by having a line 
of drugs, with the candy store by having a soda foun- 
tain and with the restaurant by having a quick lunch 
counter. 

This makes it necessary to departmentalize rather 
sharply. If John Jacobson in charge of tools and Frank 
Hardy in charge of paints and varnishes are given 
responsibility and power to run their own departments, 
both in selling and buying, it is going to mean a better 
store. These changes in distribution were brought about 
largely by changes in the buying habits of the people. 

Gne of the factors responsible for this change is 
national advertising. The customer knows the names 
of the more prominent advertisers and their products 
and when in need of any advertised item does not re- 
quire dealer help in making the purchase. 

The customer will buy an advertised clock in a drug 
store, a cigar store or a department store discounting 
the fact that a jeweler who sells clocks generally has a 
background of clock knowledge and information that 
might be helpful. The word of the soda dispenser is 
taken at the same relative value as that of the man who 
has made clock making a profession. 

In hardware we have much the same experience. 
Many tools are sold in chain stores by young women 
clerks who have never used the tool they sell and are 
entirely unacquainted with its general make-up and scope 
of usefulness. They know its name largely because 
there is a sign on the bin where it is displayed. 

The old-fashioned carpenter who made everything, 
including doors and sashes, and who demanded good 

(Continued on page 76) 


If the man in charge of paints and the man in charge 
of tools are given responsibility to run their own de- 
partments, it means a better store 





sive hat store now varies its 
line withe an assortment of 
men’s furnishings aud the ex- 
clusive men’s furnishing store 
stocks a complete line of hats. 
This is in line with the trend 
among storekeepers to supply 
as great an assortment of mer- o 
chandise as their capital will 

allow and customers absorb. 


Illustrations 
by J. D. Irwin 
Courtesy 

Nation’s Business 














Which of these 


price 
tickets would attract your 
attention most? They are 


all lettered alike. Yes, 
the line on the side does 
the trick. They are great 
salesmen and look well in 
a window or interior group 


Tue numerals one to zero illus- 
trated herewith are the standard fig- 
ures which belong to the Full Ro- 
man alphabet. They are considered 
the most graceful, and are in use 
more than any other design for price 
tickets. In practising these numerals 
the first step is to select a red sable 
brush which will make an outline 
stroke about one-eighth of an inch. 
Keep a uniform point to the brush 
by working it out on a piece of card- 








Price 
~ Better 





Tickets 


Salesmen 


By JOSEPH BERTRAM JOWITT 


board each time it has been dipped 
in the ink. 

The writer does not advise prac- 
tising these numerals in sequence 
because this is not the way price 
tickets are made. Practise them in 
groups of two and three numerals, 
for instance, 23c., $4.51, $6.78, 
$9.10, etc. In that way you are not 
only practising each number from 
one to zero but also gaining a knowl- 
edge of spacing and grouping. 

The reader’s attention is called to 
the direction the arrows point. This 
denotes the direction of each brush 
stroke; the little numerals at the 
point of each arrow the sequence of 
outlining strokes and the little X or 
cross mark signifies where the right 
and left brush strokes begin. Hold 
the brush as you would a lead pen- 
cil (not any tighter), keeping the 
thumb and first two fingers within 
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an inch of the hairs of the brush. 
If you try holding the brush about 
the center of the handle you will 
find yott cannot control it as easily. 

No. 1 stroke in outlining the nu- 
meral TWO is a LEFT stroke, and 
starts at the top of the first guide 
line (see figure X), and is removed 
from the card where the open break 
is over the small triangle. Stroke 
No. 3 is made in the opposite direc- 
tion and joins No. 1 stroke at the 
triangle. Stroke No. 4 is a long, 
sweeping stroke, starting at the top 
and continuing in one long sweep 
until it reaches the triangle at the 
bottom guide line. Stroke No. 5 is 
another long, sweeping stroke, and 
forms the basic part of the figure 
“two.” Strokes 6 and 7 completing 
the outline of this numeral. The 
outlining of the other numerals are 
very much on this same order. The 
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beginner should carefully watch the 
direction of arrows, and stop and 
start where the open breaks are 
shown or at the little cross marks. 
The numeral Three requires nine 
single strokes in outlining. 

The “‘filling-in” process is the next 
operation. This is usually done with 
a brush two or three sizes larger, 
but if the hand is a little shaky it is 
best to stick to the same brush as 
used for outlining. First fill in near 
the outline, taking care not to go 
outside it, then the center solid. 

Do not allow the ink to become 
too thin, as the brush will not hold 
its shape and the color will run. If 
the ink is too heavy to work prop- 
erly, thin by adding only a few 
DROPS of water at a time. 

Stroke No. 7, the last stroke taken 
in making the numeral “3,” is known 
as a back stroke. This connects with 
No. 4 stroke, as the dotted lines in- 
dicate. The numerals which are fin- 
ished with back strokes are 3, 5, 8 
and 9. 

The beginner is advised to pro- 


The Full Roman Nu- 
merals for which instruc- 
tion is given here are par- 
ticularly suited to the writ- 
ing of. price tickets. The 
author recommends that 
these be practised in 
groups as actually used, 
rather than in sequence 


cure a piece of tracing paper or any 
transparent paper and place over 
this plate and proceed to. outline 
these numerals in pencil. Afterward 
fill. in with the proper size brush 
which has been worked out flat. By 
so doing the beginning will acquire 
a better idea of how the brush 
should be held when making ‘the dif- 
ferent strokes. ; 

It is important that beginners 
should be familiar with the differ- 
ent standard sizes of prize tickets in 
order to avoid any waste in cutting 


up full-size sheets. The popular 
stock size full sheet of cardboard 
comes 22x28 in. The following dif- 
ferent size price tickets may be cut 
from a single full sheet : 


4 tickets, 11x14 in. 

8 tickets, 7x11 in. 

15 tickets, 514x7 in. 

32 tickets, 34%4x51% in. 
64 tickets, 234x3™% in. 
128 tickets, 134x234 in. 
256 tickets, 134x134 in. 


With such a variety of sizes as 
above, which may be used either up- 
right or “landscape,” there is no ne- 
cessity of cutting odd sizes, thereby 
leaving waste ends. In doing a large 
quantity of small tickets it is a good 
idea to first mark off or rule the 
card into the size of tickets wanted 
and then letter all the prices before 
cutting up the card, this will save 
the time of handling each little 
ticket separately. In copying these 
numerals it will be better practice 
to write them in sets of two, three 
and four. 











Roman Numerals 
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In this corner of the Anderson- 

McGriff Hardware Co., Atlanta, 

Ga., is carried an average stock 

of paint of $2,000 but the sales 

per annum are around six times 
that amount 








~ How Anderson-McGriff Sells 
Paint in Atlanta, Ga. 


HE Anderson-McGriff Hardware Co., At- 
lanta, Ga., has been in business only five 
It started from with no 
limited and a 


scratch, 
capital 
Today it ranks 


years. 

acquaintanceships, 

minimum of experience. 
among the best in stores of its type and size. 

From the very start this enterprising firm has spe- 
cialized in paint. Last year it sold $12,000 worth of 
paint from an average stock of $2,000. 

“Paint,” says L. M. McGriff, “does not sell itself. 
Like any other form of insurance it must be sold. There- 
fore, we go out after paint business.” 

As one of the partners of this progressive concern, 
he makes it a point to visit all new construction jobs in 
its trade territory and these visits are very productive in 
paint sales. 

The firm also works very closely with the local paint- 
ers, and has about 15 such painters working with the 
firm on a mutual basis. These painters locate prospects 
and the Anderson-McGriff Co. follows up and sells the 


paint. Then the painter who turns in the tip gets 


On An Average Stock of $2,000 They Sold 
$12,000 Worth. Read How They Work 
With Local Painters - - - - - = - 


the paint job. Ninety per cent of the paint jobs sold 
are for ready-mixed paints. 

Each painter carries one of the Anderson-McGrift 
regular firm cards with his own name printed on it as 
a representative of the firm. This plan benefits both the 
firm and the painter. It sells the firm’s paint and helps 
obtain the work for the painter. 

The paint is sold in two ways. There is the regular 
gallon price and a complete price on the entire paint 
job. If the painter sells at the gallon price, he receives a 
commission in the form of a discount from that price. 
Naturally, if he sells a complete job, he maintains the 
regular gallon price in order to get the discount. 

But the Anderson-McGriff Co. does not depend en- 
tirely upon painters or canvassing for its paint sales. 
It maintains an up-to-date mailing list and does a great 
deal of direct mail advertising. 
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One of its best plans for obtaining paint business is 
both novel and practical. The outside man, at regular 
intervals, visits all the homes in the trade territory. On 
these visits he uses color cards as calling cards. 

When the owner or housewife comes to the door, he 
introduces himself and hands her a color card. ‘There 
is always a certain amount of painting to be done around 
a house,” he says pleasantly, “and we thought one of 
our color cards might be a handy thing for you to have. 
Will. vou accept it with our compliments ?” 

In the conversation which follows, he impresses the 
prospective customer with the that Anderson- 
McGriff has a paint for every purpose, and it is in posi- 
tion to give worthwhile advice in all matters pertain- 
Every day orders for paint come in 


tact 


ing to painting. 
from people who have been presented with color cards 
in this human, constructive way. 

Mr. McGriff knows paint as few hardware men know 


it. He has made himself a paint expert. As a result he 


can talk paint service interestingly and intelligently. He 
has personally covered his entire trade territory on the 
color card plan, and has formed a large acquaintance- 
ship. On these visits he only talks paint. “People know 
we carry the general line of hardware,” he says, “but 
we want to impress them with the fact that we are real 
paint distributors.” ‘‘However,” he added, “I take notes 
of sales possibilities in other lines, and we follow up by 
mail or in the store.”’ 

The Anderson-MeGriff Hardware Co. carries one line 
As McGriff puts it, “It doesn't 

Gallon sizes are the best sellers 


of paint exclusively. 

pay to scatter our shot. 
for the firm in a ratio of about 2 to 1. 
volume and profit in the line are growing daily.” 


Meanwhile both 


The firm recently remodeled its store and installed new 
fixtures, under the supervision of a representative of the 
J. D. Warren Mig. Co., Chicago, IIl. 
rangement paint occupies a prominent place in keeping 


In the new ar- 


with its position as a leader in volume and sales. 


Money For Your Ideas 


"25% 


WILL BE PAID FOR THE BEST STORY OF 


How a Hardware Merchant Helped 
Improve General Business in his town, 
thereby helping his own business 


Actual town conditions, methods used for improvement and definite 
benefits derived by hardware store must be given. Ability to write 


will not be a factor in determining the winner. 


It is ideas that 


count. The editors of HARDWARE AGE will be the final judges. 


This offer is open to any one. 


come the property of HARDWARE AGE. 


All manuscripts submitted will be- 


Should any other than 


the winning story be published the author will receive ten dollars. 


The contest is now open. 
other rules or conditions. 


It closes July 31, 1930. There are no 
Address your story to 


CONTEST EDITOR, 
HARDWARE AGE, 


239 West 39th Street, New York City 
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Atlantic City Convention Delegates 
Again Have Reduced R. R. Fare 


Railroads have again agreed 
to issue round trip transporta- 
tion on the basis of fare and 
one-half from any point to the 
Atlantic City convention, on 
the certificate plan used in re- 
cent years. The joint conven- 
tion of the American Hardware 
Manufacturers Association and 
the National Hardware Asso- 
ciation will be held at the Marl- 
borough-Blenheim, Atlantic 
City, N. J., Oct. 20 to 23. In 
addition to the regular sessions 
of the two associations, there 
will be a meeting of the Na- 
tional Association of Sheet 
Metal Distributors and also the 
annual meeting of the Accesso- 
ries Branch of the N. H. A., in- 
cluding manufacturers and 
wholesale distributors of acces- 
sories, electrical appliances and 
radio equipment. 

More than 1600 were in at- 
tendance at the convention last 
year, emphasizing the general 
trade recognition of the bene- 
fits of attending the meetings. 
On Monday evening, Oct. 20, a 
joint session will be addressed 
by A. H. Nichols, Buhl Sons 
& Co., Detroit, Mich., president, 
The National Hardware Asso- 
ciation of the United States, 








Stanley 
Conn., 


Stone, 
Britain, 


ond 3. a 
Works, New 


on 
household goods 


| 
catalog 


| general and 


| kitchenware items, including a | 
| full line of woodenware which | 


| the company is now complete- 
ly equipped ‘to furnish the hard- 
ware dealer. The items are il- 


housefurnishings, | 


FIRE IN WAREHOUSE 
| OF W. WALKER & SON 


Spontaneous combustion of 
| refuse caused a serious fire on 
| June 3 in the warehouse of W. 
Walker & Son, Ltd., 10-20 AlI- 


president, American Hardware | j,,4rated and fully described in | Com St., Toronto, Ont., Can- 


Manufacturers Association. 
Convention sessions will be ad- 
journed on Thursday. Delegate 
lists will be mailed to members 
of the American Hardware 
Manufacturers Association on 
Sept. 2, and should be returned 
promptly to insure issuance of 
certificates for railroad fares 
and identification badges. 
Officers of the National Hard- 
ware Assocation are: President, 
Mr. Nichols; vice-presidents, 
Brace Hayden, Dunham, Car- 
rigan & Hayden Co., San Fran- 
cisco, Val., and Paul A. Grif- 
fith, Shields & Brother, Phila- 
delphia, Pa.; secretary-treas- 
urer, George A. Fernley, Phila- 
delphia, Pa., and assistant sec- 
retary-treasurer, Percy F. Hord, 
Philadelphia, Pa. The Ameri- 
can Hardware Manufacturers 


Association officials are: Presi- | 


dent, Mr. Stone; vice-presi- 


dents, A. E. Alverson, Green- | 


lee Tool Co., Rockford, Ill.; J. 
P. McKinney, Jr., 
Mig. Co., Pittsburgh, Pa., and 


R. G. Thompson, The Lufkin | 
Rule Co., Saginaw, Mich., and | 
Charles F. | 


secretary-treasurer, 
Rockwell, New York City. 





E. W. HARDIN RETURNS | 
FROM FOREIGN TRIP 
| 


E. W. Hardin, president, | 
Amarillo Hardware Co., Ama- | 
rillo, Texas, has returned from 
a three months’ cruise in the 
Mediterranean, which included 
a visit into the Holy Land, a 
tour through Egypt and up the 
Nile River. He was accom- 
panied by Mrs. Hardin. 





WALTER H. CLARKE DIES 


Walter H. Clarke, secretary | 
of Phillips & Buttorff Mig. | 
Co., Nashville, Tenn., died re- 
cently. He was also president 
of the Nashville Traffic Bu- 
reau. Death occurred at his 
home in Nashville. 





HOOKS AND JENNINGS 
JOIN SIMMONS STAFF 


R. H. Hooks will cover the 
city of Atlanta, Ga., and J. L. 
Jennings the territory around 
Chattanooga, Tenn. for the 
Simmons Hardware Co., At- 
lanta, Ga. Mr. Hooks was for- 
merly with King Hardware Co., 
Atlanta, and Mr. Jennings was 
with Hobbs & Sloan Co., Fay- 
etteville, Tenn. J. E. Parks 
will represent: Simmons in the 
Birmingham territory and was 
formerly with Fulton Hard- 
ware Co., Atlanta, Ga. 





MASBACK HAS CATALOGS 
ON HOUSEFURNISHINGS 

Masback Hardware Co., Inc., 
82 Warren St., New York City, 
has issued a_ supplementary 


McKinney | 


this catalog. Prices are avail- 


tion or from sales representa- 
tives of the company. 

William Crouse supervised 
the publication of the new sup- 
| plementary catalog. 





PHIL C. FRAYSER HEADS 
| SIMMONS HARDWARE CO. 
| BRANCH IN ST. LOUIS 
Phil C. Frayser, president, 
| Mound City Paint & Color Co., 
| St. Louis, Mo., a Simmons 
Hardware Co. subsidiary or- 














PHIL C. FRAYSER 


| ganization, has been elected to 
| succeed J. S. Payne, who re- 
signed as president and general 
manager of the St. Louis 
branch and as vice-president of 
the Associated Simmons com- 
panies. He assumes all of Mr. 
Payne’s duties except in the 
sales department. 

For many years Mr. Frayser 
has been active in national 
paint trade circles and in af- 
fairs in St. Louis. Two years 
ago he served as central zone 
vice-president, National Paint, 
Oil and Varnish Association. 
His work in the Mound City 
company has brought him many 
| friends in the paint industry 
| and he has shown ability in his 
| executive work in that unit. 











48 


able on all items.upon applica- | 


| ada, wholesale hardware dis- 
tributors. The refuse, intended 
for disposal at the city incin- 
erator, was refused at that 
point by the attendant, and had 
to be returned to the Walker 
warehouse for overnight stor- 
age. During the night fire 
broke out, causing serious dam- 
afge to merchandise stored on 
the first floor of the company’s 
new warehouse. 

Within 24 hours, A. W. 
Walker, president and general 
manager, had erected a tem- 
porary warehouse and had new 
merchandise in stock to replace 
the goods damaged by the fire. 
This required the services of 
140 painters, carpenters and 
other workmen. Manufactur- 
ers cooperated on the morning 
of June 4 by delivering more 
than 40 truckloads of goods 
during the day. 

As we go to press, it is 
learned with regret that Mr. 
Walker, due to the pressure of 
extra work after the fire, has 
found it necessary to decline an 
invitation to address the St. 
Louis Congress of the National 
Retail Hardware Association. 

Mr. Walker is well known in 
hardware circles as the origi- 
| nator of the Walker Modern 
Merchandising Plan (known as 
the M. M. P.), which has been 
very successful in improving re- 
tail hardware conditions in his 
territory. The complete story 
of this plan appeared in the 
Jan. 9, 1930, issue of HARDWARE 
AGE. 





MAYAPAN CORDAGE CO. 
OPENS DAYTON OFFICE 


Mayapan Cordage Co., Inc., 
Merida, Mexico, has opened an 
office in Dayton, Ohio, in Room 
21, Mutual Home Building, 
which is in charge of James 
Wilson, 3d, who has had years 
of experience in the cordage 
business. The organization 
manufactures Fidelity brand 
standard and sisal binder twine, 
rope and similar lines. 
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Annual Hardware Golf Tournament 
at Excelsior Springs, Mo. 


Sept. llth, 12th and 13th 





HE directors of the 

| Hardware Golf Associa- 
tion were called into ses- 

sion by President John Wyeth, 
first for a round of golf at the 
St. Joseph Country Club, St. 
Joseph, Mo., on Saturday, April 
19. After that a dinner, then 
the meeting ‘at which the 1930, 
or Fifth Annual Golf Tourna- 
ment was carefully considered. 
Directors and officers of the 
John Wyeth, 


association are: 
president; N. A. Gladding, 
vice-president; R. A. Sund- 


vahl, secretary and treasurer; 
George Beaudin, W. H. Fitch, 
E. R. Swift, Edwin Wollaeger. 

Last year there was some 
confusion and delay due to 
qualifying on Friday morning 
and playing the first match 
rounds in the afternoon of the 
same day. In order to avoid all 
that it was decided to start the 
tournament this year on Thurs- 
day, Sept. 11, and have it end 
on Saturday afternoon with a 
banquet and distribution of 
prizes that night. 

Players may qualify any time 
during Thursday, either morn- 
ing or afternoon. Flights. will 
be arranged Thursday evening 
so that players will know with 
whom they play the next morn- 


ing and can then arrange 
starting time and foursomes. 
As in other tournaments, 


there will be several flights of 
sixteen each so that everyone is 
matched up and continues to 
play, either in the main flights 
on consolation flights, right up 
to Saturday afternoon. 

At the banquet Saturday 
night the annual meeting will 
be held to elect officers and di- 
rectors for next year and the 
prizes will be distributed. 

‘In order to provide better 
prizes for everyone, it was de- 
cided that the fee for annual 
membership will be as follows: 

Regular memberships for 
hardware jobbing or manufac- 
turing firms, allowing two rep- 
resentatives to play, will be $5. 

Each additional representative 
from such firm will pay $2 en- 
try fee when registering for 
play. 

Associate membership is for 
an individual selling to hard- 
ware jobbers a product of a 
firm not having a regular mem- 
bership. Fee, $2. 


Any other individual con- 














R. A. SUNDVAHL 


nected in some capacity with 
the hardware industry may, 
upon approval of the member- 
ship committee, become an as- 
sociate member. Fee, $2. 

Membership blanks can be 
secured by writing the secre- 
tary, R. A. Sundvahl, 321 West 
Randolph Street, Chicago, IIl. 

All fees collected are used to 
purchase prizes as it is the de- 
sire of the directors to give 
every player a prize. 

An invitation is extended ‘to 
all connected with the hard- 
ware industry to join in the 
good time to be had at this 
Hardware Golf Tournament. 

The following committees 
were appointed by President 
John Wyeth: 

Membership Committee—W. 


H. Fitch, chairman; E. R. 
Swift, J. D. McCue. 
Arrangement Committee (to 


arrange hotel and golf course 
accommodations and rates, to 
be announced later)—W. F. 
Girard, chairman; Harold G. 
Starks, Howard J. Ellfeldt. 
Publicity Committee—N., A. 
Gladding, chairman; Edwin 
Wollaeger, Robert Jones. 
Prize and Trophy Committee 


—George H. Beaudin, chair- 
man; A. J. Eggleston, Ralph 
Irwin. 

Handicap and ‘Tournament 


Committee—R. A. Sundvahl, 
chairman; J. K. Werner, J. C. 
Fish. 

Interest in the Hardware 
Golf Tournament increases 
every year, as evidenced by en- 
try of 19 players the first year, 
41 players the second year, 83 
players the third year and 117 





players, and a total attendance 
of 135 last year. 

This year about 200 are ex- 
pected. Two golf courses will 
be used so there will be plenty 
of room for a large turnout 
and no waiting. 

Set aside Sept. 11, 12 and 13 
for a grand and glorious time. 





STOPS TOOL ADVERTIS- 
ING ABUSES 

(From our Washington Bureau) 

“First quality’ and “high 
grade” as descriptions will no 
longer be used by copartners 
selling and distributing hard- 
ware by mail order so as to 
imply the products are of a 


high grade or quality, when 
| such is not the fact. 
The words “tool steel” and 








“special analysis steel” will not 
be used in any way to confuse 
the public into believing that 
such articles are made of tool 
or other high grade steel, when 
such is not the fact. 

“Tempered” or “well pre- 
pared” as descriptions will no 
longer be employed so as to 
mislead purchasers into believ- 
ing that the products are of a 
superior temper, when such is 
not the fact. 

These mail order misrepre- 
sentations have been spiked by 
the Federal Trade Commission. 
It was done through a stipula- 
tion by which the copartners 
concerned agreed to cease and 
desist from misleading buyers 
into the belief that they are 
selling high-grade hardware. 


FARM EQUIPMENT PRO- 
DUCTION INCREASED 
IN 1929 


Making an increase of 15.1 
per cent, the total value of farm 
equipment produced in 1929 was 
$603,337,889, as against $524,- 
220,514 in 1928, according to the 
Bureau of the Census. The 
1929 value showed an increase 
of 30.9 per cent over that of 
1927, with a total of $460,881,- 
111. Values of the more im- 
portant items for 1929 and 1928, 
respectively, were: Tractors, 
$227,632,527 and $191,978,126; 
harvesting machinery, $87,297,- 
079 and $67,291,217; plows and 
listers, $41,815,880 and $32,158,- 
754; planting and _ fertilizing 
machinery, $30,875,309 and $26,- 
504,967; machines for prepar- 
ing crops for market or use, 
$29,023,064 and $33,465,668. 

The number of wheel-type 
tractors produced increased to 
195,980 in 1929 from 152,266 in 
1928. Other types of tractors 
also were manufactured in 
greater numbers last year than 
in preceding years. The Bu- 
reau points out that the large 
increase in tractors does not 
mean that their use on farms 
has increased to the same extent 
within the period covered, as 
a great many tractors are used 
for road and construction work 
and other non-agricultural ac- 





tivities. 


Trade Practice Rules Acted Upon by Field and Grass 
Seed Industry 


(From our Washington Bureau) 

Trade practice rules covering 
the field and grass seed indus- 
try have been acted upon and 
just issued by the Federal 
Trade Commission. They grew 
out of a conference the industry 
held in Chicago, Dec. 20, 1929, 
under the direction of Commis- 
sioner Charles H. March, as- 
sisted by M. Markham Flan- 
nery, director of trade practice 
conferences. The conference 
was attended by about 80 per 
cent of the industry. The com- 
mission affirmatively approved 
six rules, placed under Group I, 
and accepted two rules under 
Group II. Group I rules are 
regarded by the commission as 


condemning unfair methods of | 


competition in violation of the 


law. Group II rules are re- 
ceived as expressions of the 
trade. 


Rules affirmatively approved 
concern such practices as mis- 
representation of 


products, | 


fraudulent advertising, defama- 
tion of a competitor, commer- 
cial bribery, price discrimina- 
tion and selling goods below 
cost. The rules covering price 
discrimination and selling below 
cost incorporate the terms of 
the Clayton anti-trust act. 
Since its change in policy, the 
commission has turned to this 
form of rules and in the case of 
the knitted outerwear industry, 
| protest has been made that they 
| were merely “legalistic state- 
| ments” and necessarily are en- 
| forceable whether or not pro- 
mulgated as rules of the in- 
dustry. The rules, it was 
| pointed out, do not further self- 
| regulation, and some members 
of the outerwear industry has 
indicated that they favor junk- 
|} ing the entire trade practice 
| Program because of revisions 
| made by the commission. The 
| move made by that industry 
| may set an important precedent 
}and therefore is well worth 
| watching. 
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| 
LAMKIN, SALES MANAGER, | 
OHIO VARNISH CO., UNIT | 


Edgar M. Lamkin was re- 
cently appointed as sales mana- 
ger, Chi-Namel Division, The 
Ohio Varnish Co., Cleveland, 
Ohio. He is well known | 


| 
| 
| 
| 








E. M. LAMKIN 


throughout the paint and var- | 
nish industry, which field he 
has been in for more than a 
quarter of a century. 

For a few years he was re- 
moved from the industry and 
was associated with The Kelly 
Island Lime & Transport Co. 
While with that organization 
he was chairman of the board 
of the Agstone Association, and 
served as president for two 
years. Other paint organiza- | 
tions with which he was con- 
nected are: The Glidden Var- 
nish Co., Pratt & Lambert Co. 
and more recently he was with 
The Billings-Chapin Co. as gen- 
eral sales manager. 


KINNEAR IS PRESIDENT 
OF TACKLE ASSOCIATION 


J. Clark Kinnear, American 
Fork & Hoe Co., Cleveland, 
Ohio, was elected president of 
the Fishing Tackle Manufactur- 
ers of America at the annual 
meeting of the organization 
held recently in Chicago in con- 
nection with the convention of 
the Izaak Walton League. 
Other officers are: Vice-presi- 
dent, R. R. Potter, Shakespeare 
Co., Kalamazoo, Mich., and 
secretary-treasurer, E. P. Hoyle, 
Richardson Rod & Reel Co., 
Chicago, Il]. Member firms on 
the new executive committee 
are: Shakespeare Co., Richard- 
son Rod & Reel Co., James 
Heddon’s. Sons, Dowagiac, 





| Ohio. 


| inaugurated a year ago. 


| the present line of the Inde- 


Mich.; American Fork & Co, 


Co., and South Bend Bait Co., 
South Bend, Ind. 


— | 


JOHN STAMBAUGH DIES | 

John Stambaugh, 2d, 38, died | 
on June 12, Youngstown, | 
Ohio, after an illness of one | 
week. He was a member of | 
among 


in 


which was 
the 


of 


a 
the pioneers of 
steel industry 

Valley. Mr. Stambaugh was 
vice-president of Stambaugh- 
Thompson Co., one of the larg- 
est hardware stores in the 
United States and a member of | 
Butler, Beadling & Co., an in- | 
vestment firm in New York 

City, holding a seat on the New 

York Stock Exchange. He was | 
also on the directorate of nu- | 
me-ous industrial concerns in 


family 
iron and | 


Mahoning 


NEW SYSTEM. AIMS AT COLOR ENSEMBLE 
IN KITCHEN EQUIPMENT 


A plan for simplification and | 


correlation of colors for all in- 
dustries involved in kitchen fur- 
nishing has been worked out by 
the Taylor System, Inc., 425 
Fifth Ave., New York. 

The plan, which is a selec- 
tion of 18 colors from which 


| several thousand color schemes 


for kitchen decoration may be 
evolved, is premised on the be- 


| lief that there exists a chaotic 
| condition in the industries man- 


ufacturing colored kitchen lines, 


| which include, besides utensils, | 
refrigerators, stoves, sinks, cab- | 


inets, linoleum, tiles and other 
floor coverings, oilcloths, etc. 
The result of this condition is 


TILFORD HEADS BRANCH, 


| COLEMAN LAMP & STOVE 


G. M. Tilford, sales manager, 


| Wichita division, The Coleman 


CHICAGO TOOL CONCERN 
BUYS CALIFORNIA FIRM 


The Independent Pneumatic | 
Tool Co., 600 West Jackson | 
Boulevard, Chicago, manufac- | 
turer of Thor electric and, 
pneumatic tools and air com- 
pressors, has purchased the Co- 
chise Rock Drill Mfg. Co. of 
Los Angeles. This purchase is 
part of an expansion program 
The 
Cochise company manufactures 
rock drills and mining tools. 
The plant of the Cochise com- 
pany will be expanded, ad- 
ditional workmen will be em- 
ployed and the products manu- 
factured will be incorporated in 





pendent Pneumatic Tool Co. 


| Lamp & Stove Co., Wichita, 


Kan., has been appointed to suc- 


ceed the late A. E. Foley, as | 
manager of the Chicago branch 


of the organization. He _ has 
been identified with the company 
for more than 20 years in buy- 
ing, selling and official capaci- 
ties. 

In 1909 Mr. Tilford started 
an independent retail agency in 
Dallas, Tex., handling and sell- 
ing Coleman lighting systems. 
When the company bought his 
business in 1914 to establish a 
branch office in that city, he be- 
came a salesman for the con- 
cern in the Texas territory. He 
was made manager of the Dal- 
las branch in 1918. When the 
Dallas office was discontinued in 
1922, Mr. Tilford was trans- 
ferred to the general offices as 


Government Publishes New Pamphlet on Builders’ 
Template Hardware 


(From our Washington Bureau) 


The printed pamphlet en- | 
titled ‘Builders’ Template | 
Hardware” Commercial | 
Standard CS9-29, has been 
released and copies may be | 
obtained from the Superin- | 
tendent of Documents, Gov- | 
ernment Printing Office, 
Washington, D. C. The} 
pamphlet covers all necessary 
dimensions and tolerances to | 
provide complete inter- | 
changeability of | 


template 
lock fronts and strikes, as 
well as the leading varieties 
of template butts, such as full 


plate 


mortise, half surface, full 
surface, and half mortise. It 
also includes standard tem- 
identification symbols 
and minimum clearances on 
butt hinges designed for 
painting. It is said that it 
will materially assist the hol- 
low metal door manufac- 
turers and building contrac- 
tors in obtaining earlier 
delivery, complete inter- 
changeability, and facilitate 
replacement of these items 
regardless of source of man- 
ufacture. 


| claimed to be costly economic 
|color experimentation, many 
mark-downs oi merchandise and 
bad color guesses in buying 
stocks. 

Through the selection, desig- 
nation and charting of harmo- 
nious color relations in a basic 
line of colors, the Taylor Sys- 
tem expects to enable the con- 
sumer to more easily select the 
proper color combinations for a 
harmonious kitchen and to as- 
sist the retailer to eliminate un- 
related in the various 
lines involved, thereby reducing 
stocks while extending sales. 
| The manufacturer is assisted by 
| the simplification and _ stabiliza- 
tion of the color lines. 


colors 


Wichita division sales manager. 
He is a member of the com- 
pany’s board of directors and 








G. M. TILFORD 





executive committee. Mr. Til- 
ford will assume his new duties 
July 1 and will direct the ter- 
ritory including North Dakota, 
P Wisconsin, Minnesota, Illinois, 
Indiana, Ohio, Michigan, Ken- 
tucky and Tennessee. 


IN HOSPITAL 


Frank Baackes, assistant to 
the president, American Steel 
& Wire Co., Chicago, IIl., is 
at the Illinois Central Hospital, 
Chicago, as a result of injuries 
from a fall while on a visit to 
his summer home at Sayner, 
Wis. 


BAACKES 


JAMES D. HAILMAN DIES 


James D. Hailman, vice- 
president, Joseph Woodwell Co., 
Pittsburgh, Pa., _ wholesale 
hardware distributors, died at 
his home in that city on June 7, 
aged 64 years. 
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Distribution Census Should Clarify 


Branch and Chain Store Classifications 


Discriminating Terms Will Be Used to Describe Different 
Forms of Merchandising—Term “Chain”? Now 
Loosely Used Will Be Avoided 


(From Our Washington Bureau) 


The business world is in- 
debted to Director of the Cen- 
sus W. M. Steuart for explain- 
ing that discriminating terms are 
being used in the present na- 
tional census on distribution to 
describe the different forms of 


merchandising. 
Realizing the loose use of the 
term “chain store,” Director 


Steuart has called attention .to 
the fact that the questionnaires 
override the controversial mat- 
ters arising from attempts to 
define a chain system by the 


number of stores owned. He 
points out that the question, 
“What constitutes a _ chain 


store?” has developed a diver- 
gence of opinion and says that 
the question itself is all wrong. 
Likewise the term “chain of 
stores” or “chain system,” per 
se, he states, is variable and 
not significant. The question 
as to just how many stores 
must an organization operate to 
be classified as a chain system 
is held to be beside the point. 
A group of stores owned by 
the same firm does not neces- 
sarily constitute a chain, and 
Mr. Steuart makes it plain that 
these and other factors have 
been taken into consideration in 
the questionnaires to clear up 
the muddle. 

The means of overcoming the 
confusion is found in two ques- 
tions. One question, the di- 
rector explains, which is to be 
answered “yes” or “no,” asks 
whether the organization oper- 
ates other establishments in the 
same line of business in the 
same city? in the same county? 
in the United States? The 
other asks the number of stores 
owned by the organization. No 
reference is made in the ques- 
tionnaire to the term “chain 
stores,” but the census reports 
will make several classifications, 
and as a result it is confidently 
expected by the Bureau that the 
loose use of the term “chain” 
will give way to more discrimi- 
nating terms and will not be so 
all-inclusive as it is today. 

Six classifications of concerns 
operating or controlling stores 
will be carried in the census 
tabulations, as follows: Inde- 
pendent stores, local branch 
systems, local chains, national 
chains, ownership groups and 
cooperatives. The preliminary 
reports will show these various 





types of group merchandising 
as well as the size of the or- 
ganizations, which will indicate 
the spread and relative impor- 
tance of each such form of re- 
tail business. The final tabu- 
lations will carry this informa- 
tion in detail, geographically 
and by various lines. 

Defining these groups, Mr. 
Steuart first points out that 
obviously independent stores are 
those owned and operated by a 
proprietor, partnership, local 
company or corporation. Local 
branch systems are described as 
suburban or subsidiary stores 
operated in the same city by a 
large downtown store, and 
drawing their merchandise 
largely from stocks of the lat- 
ter. The chain store is classi- 
fied as a group of stores oper- 
ated throughout a city or trade 
area by local and independent 
operators from a central office 
and warehouse, but without any 
main central retail store as the 
source of supply. Ordinarily, 
of course, Mr. Steuart says, 
there may be more stores in a 
local chain system than in a 
local branch store system. The 
national chain system is defined 
as including those large organi- 
zations which operate stores 
throughout the country, whose 
interests are not confined to any 
one community. The ownership 
group is listed as group of en- 
tirely independently operated 
stores owned by the same per- 
son or firm but merchandised 
separately, while the coopera- 
tive classification is described as 
a group of independently owned 
stores that cooperate in their 


buying or cooperate with a: 


wholesale company in their mer- 
chandising. 

“These classifications might 
seem to involve a hair-splitting 
process,” says Mr. Steuart, “yet 
the extent and characteristics 
of the various kinds of mer- 
chandising enumerated are of 
great significance to the com- 
munities in which they are lo- 
cated. So far as the commu- 
nity is concerned, both the 
branch and local chains are in- 
dependents, truly home-folk, 
with the advantage and disad- 
vantage that this implies. The 
methods of merchandising, and 
the place where the decisions 
as to buying and policies are 








made, constitute the significant 
difference between local stores 
and national chains.” 





A. L. WHEELER HEADS 
EBERHARD MFG. CO. 


A. L. Wheeler has _ been 
elected as president, Eberhard 
Manufacturing Co., Cleveland, 
Ohio, to succeed the late George 
B. Sheppard. He has been 
with the organization for nine- 





A. L. WHEELER 


teen years and was originally 
eastern representative for the 
company. In 1918 he was sent 
to Cleveland, being made secre- 
tary of the company in 1923 
and vice-president two years 
later. 

Mr. Wheeler is a director of 
the National City Bank and a 
member of the Midday and 
Cleveland Clubs and of the 
Chamber of Commerce of that 
city, as well as several promi- 
nent social organizations in that 
city and other locations. 





FISHING TACKLE MEN 
MEET IN NEW YORK CITY 


The annual meeting of the 
Fishing Tackle Manufacturers 
Association was held recently 
at the Hotel Commodore, New 
York City. E. A. Pflueger, 
president, The Enterprise Man- 
ufacturing Co., Akron, Ohio, 
was elected president of the as- 
sociation for the tenth consecu- 
tive year. Other officers are 
vice-president, R. B. Bennett, 
vice-president, Montague Rod & 


Reel Co., Montague City, 
Mass.; secretary-treasurer, E. 
B. Ibbotson, Horrocks-Ibbot- 


son, Utica, N. Y., and chairman 
of the conservation committee, 
Al. Foss, Cleveland, Ohio. 

One of the chief topics dis- 
cussed was fish conservation. 
The association donated $1,000 
to the Izaak Walton League’s 
foundation fund, in recognition 
of the league’s work in promot- 
ing fish propagation. 


VALSPAR ACQUIRES PAINT 
AND GRAPHITE CONCERN 


The Valspar Corp, New 
York City, has merged the De- 
troit Graphite Co., Detroit, 
Mich., and the Dominion Paint 
Works, Ltd., Walkerville, Ont., 
with its other units. Head- 
quarters of the Graphite organi- 
zation will remain in Detroit, 
and‘the officers of the company 
will retain their capacities, in 
addition to which certain of 
them will become directors of 
The Valspar Corp. 

This organization now in- 
cludes the following, together 
with several subsidiary units: 
Valentine & Co., Detroit Graph- 
ite Co., Detroit, Mich.; Cie, des 


Vernis Valentine, . Paris, 
France; Con-Ferro Paint & 
Varnish Co., St. Louis, Mo., 


and Dominion Paint Works, 
Ltd., in addition to an interest 
in one of the largest* English 


| paint organizations with facto- 


ries in Australia and England. 


WATERBURY CLOCK 
FORMS INGERSOLL- 














WATERBURY CO. 


The Waterbury Clock Co., 
Waterbury, Conn., has organ- 
ized a corporation under the 
name The Ingersoll-Waterbury 
Co. Officers of the company 
are: President and treasurer, 
Irving H. Chase; vice-president, 
C. H. Granger, and secretary, 
Clifford H. Hall. 

The New York branch has 
taken over the assets of the 
Ingersoll Watch Co., Inc., and 
of the Waterbury Clock Co. of 
New York. This branch, under 
direction of A. L. Daniells as 
manager, will handle distribu- 
tion of Ingersoll watches and 
clocks, Waterbury clocks and 
other Waterbury products. 
Hermon P. Haynes manages the 
Chicago branch which has taken 
over the assets of the Ingersoll 
Watch Co. and of the Water- 
bury Clock Co. of Illinois, and 
will care for the distribution 
previously handled by the two 
organizations. 

These changes will result in 
a better coordination of sales 
policies and efforts, enabling the 
company to give better service 
and cooperation to distributors 
and dealers throughout the 
country, in the opinion of the 
organization. 





As sti a 
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HEYMAN ROSENBERG 
WINS CERTIFICATE OF 
MERIT 


At the recent medal meeting 
of the Franklin Institute, Phila- 
delphia, Pa, Heyman Rosen- 
berg, vice-president, Parker- 
Kalon Corp., New York City, 





HEYMAN ROSENBERG 


was awarded the Institute’s 
Certificate of Merit for his 
development of the Parker- 
Kalon hardened _ self-tapping 
screws, used in fabrication of 
metal products. 

Mr. Rosenberg’s first devel- 
opment was a self-tapping screw 
for fastening pieces of light 
gage sheet metal, which, as its 
name implies, is capable of cut- 
ting a thread as it is screwed 
into the metal, much as a tap 
cuts a thread in iron or steel 
of thicker section. Later Mr. 
Rosenberg turned his attention 
to making similar fastenings 
for heavier sections of material, 
such as iron, brass and alu- 
minum castings, steel, Bakelite, 
developing what is known as a 
hardened metallic drive screw. 
This screw has a spiral form 
of thread, and when hammered 
or otherwise driven in, it cuts a 
corresponding female thread in 
the material. 


J. MAURICE GAUDRY DIES 
IN CONCORD, N. H., HOME 


J. Maurice Gaudry, foreign 
representative Pike Mfg. Co., 
Pike, N. H., died at his home 
in Concord, N. H., on June 3 
at the age of 57. 

Mr. Gaudry had spent most 
of his business career with the 
Pike organization, with which 
company he started as a whet- 
stone grinder in the mill in 
Pike, N. H. He entered the 
office and worked his way up 
through the organization until 
he became manager of the New 
York City branch at 151 Cham- 








bers St. Later he became spe- 
cial foreign representative for 
the organization, in which ca- 
pacity he visited the leading 
countries, including China, 
Japan, India, South Africa, 
New Zealand and Australia. 
During the war he was bor- 
rowed for a time by the late 
E. Bertram Pike, for special 
work with the Cortland Grind- 
ing Wheels Corp. of Chester, 
Mass., which was at that time 
one of the Pike interests. 
While his wife was attending 
her duties as Grand Marshall, 
“Grand Chapter, Order of the 
Eastern Star of New Hamp- 
shire, Mr. Gaudry was alone. 
Mr. Gaudry, who was active 
in Eastern Star work as well 
as numerous Masonic organiza- 
tions, was found dead on the 


sun porch of his home by neigh- ! 


bors who had become worried 
at not seeing him for two days 





W. S. PFLUEGER HEADS 
ENTERPRISE SALES UNIT 


W. S. Pflueger*was recently 
appointed sales manager of The 
Enterprise Manufacturing Co., 
Akron, Ohio, to succeed C. A. 
Krenrick, who resigned. He is 
the son of E. A. Pflueger, presi- 
dent of the organization, being 
one of the members of the third 
generation of the family to as- 
sociate with the company. 

Mr. Pflueger had previously 
been assistant sales manager and 
had been in close contact with 
the business for the past eight 
years. In that time he traveled 
extensively, which gave him a 
thorough knowledge of the 
trade and its members. 





DISTRIBUTORS WOULD 
ELIMINATE HALF-GALLON 
PAINT CAN SIZE 


(From our Washington Bureau) 

The Bureau of Standards has 
been requested by the National 
Association of Paint Distrib- 
utors to cooperate with them in 
their renewed endeavor to have 
the one-half gallon can elimi- 
nated as an unnecessary contain- 
er in the paint and varnish line. 
It was asked that this be done 
through the Division of Sim- 
plified Practice, provided manu- 
facturers accept resolutions 
adopted by the distributors. In 
1924 similar action was contem- 
plated by the industry when it 
was preparing a program for 
passage through the Division. 
That effort resulted in the adop- 
tion of a “limitation of variety” 
recommendation for shades and 
tints and no sizes less than gal- 
lons in barn. roof, and shingle 
paint. 





Radio Manufacturers Oppose Tax on 


Owners of Receiving Sets 





Association Meeting in Atlantic City, N. J., Will Cooperate 
in Fighting Taxation Imposed by South Carolina Legislature 
—Speaker Urges Set Development for Greater Selectivity 


Taxes on radio receiving set 
owners in South Carolina, which 
range from 50c. to $2.50 a year, 
were attacked in the convention 
of the Radio Manufacturers 
Association, which met at the 
Civic Auditorium, Atlantic City, 
N. J., June 2 to 6. The tax 
imposed by the legislation of 
that State is unconstitutional, 
in the opinion of this organiza- 
tion, as the reception of radio 
and its transmission is inter- 
state commerce and, therefore, 
beyond the authority of the in- 
dividual State. The association 
will make this contention in op- 
posing this and similar taxes on 
owners of radio sets. 

More than 30,000 radio deal- 
ers and jobbers saw the many 
new models of cabinets, radio 
and phonograph combinations 
and other sets, consoles and 
parts on display. Special radio 
broadcasts were a feature in 





connection with the show and 
convention. Loudspeakers were 
installed along the Atlantic City 
Boardwalk to provide constant 
radio ~ entertainment. Many 
special electric lighting effects 
were erected on and near the 
boardwalk. 

Delegations in special trains 
arrived during the early part 
of the week and were met by a 
committee headed by Morris 
Metcalf, Springfield, Mass., 
vice-president of the associa- 
tion, assisted by Nat. P. Bloom, 
Louisville, Ky.; Arthur L. 
Walsh, Orange, N. J., and 
Lloyd A. Hammarlund, New 
York, N. Y. A_ seven-piece 
band, sent by the Philadelphia 
Radio Board of Trade, also 
greeted all trains. James Burt 
was official greeter for the At- 
lantic City Radio Dealers Asso- 
ciation. 

(Continued on page 81) 





real interest to boys fond of 
railroading. Subscriptions will 
he accepted at 50c. a year, pubh- 
lished every other month, but 
members of the Lionel En- 
gineer’s Club will receive free 
copies. The Lionel Corp. 15 
East Twenty-sixth Street, New 
York City, will accept subscrip- 
tions. 


SIDNEY A. KELLER DIES 


Sidney A. Keller, one of the 
founders and for many years 
president, Keller Mechanical 


Engineering Corp., Brooklyn, 7 


N. Y., passed away on June 4. 





MOP STICK MANUFACTUR- 
ERS TO ESTABLISH 
STANDARDS 
(From our Washington Bureau) 

Manufacturers of mop sticks 
will meet with the Bureau of 
Standards in Washington proba- 
bly early in June for setting up 
commercial standards for their 
product. Tentative specifications 
have been formulated for the 
three most popular styles cover- 
ing both the handle and the 
metal fixtures constituting a mop 
stick. Among the points covered 
are the width of the bale or 
portion in which the mop is in- 
serted, size and quality of the 
various metal parts, and the 
finish that is to be applied to 
the metal parts and handles. 





PENICK, GENERAL MGR. 
OF PENICK-HUGHES CO. 

R. E. Penick, sales manager 
for Penick-Hughes Co., Stam- 
ford and Wichita Falls, Texas, 
hardware jobbers, has become 
general manager of that firm. 
A. H. Cooper has succeeded him 
as sales manager. Mr. Cooper 
will make his headquarters at 
Stamford. He has been with 
the company for 19 years. 





POEHLER TO REPRESENT 
ATLAS BOLT & SCREW 


John D. Poehler, Memphis, 
Tenn., will represent the Atlas 
Bolt & Screw Co., Cleveland, 
in the States of Arkansas, 
Louisiana, Mississippi and Ten- 
nessee. This company is rep- 
resented in other southern 
States by the Hare-Bailey Co., 
Nashville, Tenn. 





RUDOLPH & WEST STORE 
DESTROYED BY FIRE 


The hardware store of Ru- 
dolph & West, 1322 New York 
Ave. N. W., Washington, 
D. C., was destroyed by fire 
Friday evening, June 13. The 
firm is one of the oldest and 
largest in its line in the Dis- 
trict of Columbia. George E. 
Potter, president, announced 
that business will be continued 
at 605-611 Rhode Island Ave., 
N. E. 
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FIRE SWEEPS WAREHOUSE 
OF CANADIAN FIRM 


A severe fire recently swept 
through the heavy goods ware- 
house of McLennan, McFeely 
& Prior, Ltd. located on 
Powell Street, Vancouver, B.C., 
Canada. Twenty-four hours 
after the blaze an inventory 
had been arrived at, and cus- 
tomers were being advised by 
mail that the organization was 
in a position to carry on with- 
out any delay in service. Where 
necessary, orders for merchan- 
dise that had been destroyed 
were placed in time to fill or- 
ders due customers of the or- 
ganization. 

The blaze was confined to the 
western and central portions of 
the warehouse. Screen doors, 
refrigerators, and stoves were 
the only items on which there 
was any difficulty, and imme- 
diate arrangements were made 
to replace the destroyed stocks. 


WM. E. NICKERSON DIES 


William E. Nickerson, in- 
ventor and _ vice-president in 
charge of the mechanical de- 
partment, Gillette Safety Razor 
Co., Boston, Mass., died at his 
home in Boston, June 5. He 
was born in Massachusetts 
in 1853, and was a graduate 
of Massachusetts Institute of 
Technology. 


RUSSELL REPRESENTS 
MODERN TOOL WORKS 


Hayden B. Russell has been 
appointed sales representative 
of the Modern Tool Works 
division of the Consolidated 
Machine Tool Corp. of Amer- 
ica, Rochester, N. Y., in the 
metropolitan district, with head- 
quarters at 150 Broadway, New 
York City. He was formerly 
associated with the Carboloy 
Co. and the Speakman Co. in 
similar capacities. 


JOHN AUER, JR., SELLS 
BUSINESS TO HESS 


On June 5, John Auer, Jr., 
197 Middleton Street, closed 
his wrought-iron manufacturing 
plant after 46 years at that 
address, to make way for the 
subway being built under direc- 
tion of the City of New York. 
Charles M. Hess, employed by 
the organization for the past 
40 years, 20 years of which 
he was manager of the plant, 
will associate with The Charles 





Hess Co., 1371 Flushing Ave- 
nue, Brooklyn, N. Y. 

Charles Hess Co. will con- 
tine to manufacture the entire 
line of specialties and hardware 
formerly produced by the Auer 
organization. 


H. M. DEMAREST TO SELL 
LENK TORCH LINE 


H. M. Demarest, 538 Sum- 
mer Avenue, Newark, N. J., 
and 28 Warren - 


Street, New 
York City, will 
represent the 


Lenk Mfg. Co., 
Newton Lower 
Falls, Mass., 
manufac- 
turers of Lenk 
blow _ torches, 
both alcohol 
and _ gasoline. 
He will cover 
the entire States of New York 
and New Jersey. Mr. Demarest 
also represents Forged Steel 
Products Co., Newport, Pa.; 
M. W. Robinson Co., New 
York City; Empire Level Mfg. 
Co., Milwaukee, Wis.; Ameri- 





H. M. Demarest 


can Handle Co., Jonesboro, 
Ark.; Pioneer Rubber Mills, 
New York City, and Great 





States Corp., Richmond, Ind. 


A. A. SOMERS PASSES IN 
BALTIMORE HOSPITAL 


A. A. Somers, Delta, Pa. 
passed away May 29 in Mary- 
land General Hospital, Balti- 
more, Md., at the age of 60. 
He was a salesman for Rem- 
ington Arms Co., Inc., New 
York City, and was well 
known to the hardware trade 
and trapshooting enthusiasts in 
New York, New Jersey, and 
Pennsylvania. Mr. Somers 
joined the Remington organ- 
ization in 1912. “Andy,” as he 
was known in hardware and 
trapshooting circles, was rated 
among the foremost trapshoot- 
ers in the country. In the open 
Rhode Island Red Tournament, 
Atlantic City, N. J., some years 
ago he was the winner. 

He is survived by his wife, 
three daughters and a_ son 
Funeral services were held on 
the front lawn of his home, 
and many friends and asso- 
ciates came to mourn him. 





HORACE ARMSTRONG IN 
EUROPE ON BUSINESS 


Horace Armstrong, secretary 
and sales manager, Armstrong 
Bros. Tool Co., Chicago, III. 
has left on an extended busi- 
ness trip in Europe, on which 
he plans to visit twelve coun- 
tries. He is accompanied by 
his family. 





DISCUSS INSTALLMENT SALE OF MACHINE TOOLS 


Selling machine tools on the 
installment plan was discussed 
at the spring convention of the 
Associated Machine Tool Deal- 
ers at Granville, Ohio, June 4 
and 5. Omar S. Hunt, presi- 
dent, Marshall & Huschart 
Machinery Co., Chicago, read 
a paper on this subject. The 
keynote was a plea for recogni- 
tion of the part that installment 
buying is now taking in the 
machine tool field and a demand 
that machine tool dealers, in 
the handling of “time sales,” 
recognize the need for proper 
interest and financing charges. 
The opportunity to encourage 
machine tool installations by 
installment sales was touched 
on as follows in Mr. Hunt’s 
paper: 

“A survey of the machine 
tool industry showed that 44 
per cent of the machine tools 
in the United States were 10 
years old or more, and I believe 
that this is conservative when 
applied to the present time. If 
we can go into a plant and 
show a modern tool that will 
save time and money, and give 
the prospective buyer a reason- 
able period in which to pay 
for it, we think we would have 





a much better chance of selling 


than if we demand cash in 30 
days.” 

Another subject of discussion 
was the sales contract devel- 
oped by joint action of the 
association and a committee of 
the National Machine Tool 
Builders’ Association. The com- 
mittee report on this topic was 
presented by L. H. Swind, 
president, Swind Machinery 
Co., Philadelphia. 

Other discussions covered the 
handling of open lines of ma- 
chine tools, which was led by 
Homer Strong, and reciprocity 
as it affects the sale of ma- 
chine tools, led by Harry 
Barney. 

R. N. McClure, former presi- 
dent of the American Trade 


Association Executives, ad- 
dressed the machine tool 
dealers. 

Officers of the Associated 
Machine Tool Dealers are: 


President, E. P, Essley, secre- 
tary, E. L. Essley Machinery 
Co., Chicago; vice-president, 
J. W. Wright, Colcord-Wright 
Machinery & Supply Co., St. 
Louis; _ secretary - treasurer, 
A. G Bryant, general manager 
machinery division, Joseph T. 
Ryerson & Son, Inc., Chicago. 





H. D. HUDSON MFG. CO. 
IN BUSINESS 25 YEARS 


H. D. Hudson Mfg. Co., 589 
East Illinois Street, Chicago, 
Ill., is celebrating its twenty- 
fifth year as a producer of 
spraying machines. In this 
period the organization has 
gone from a_ small concern 
using a modest frame building 
to a company using a _ very 
large modern plant employing 
a large number of employees. 
H. D. Hudson heads this com- 
pany, which manufactures the 
Hudson line of sprayers. 


MRS. C. W. DIPMAN DIES 


Mrs. Carl W. Dipman died 
suddenly of diphtheria Wednes- 
day, June 5, at her home in 
Bloomfield, N. J. She is sur- 
vived by her husband, Carl W. 
Dipman, editor of The Pro- 
gressive Grocer and Good Hard- 
ware, two sons and two daugh- 
ters. 


JAMES CAMP RESIGNS AS 
BROWN-CAMP SECRETARY 


James M. Camp, secretary, 
Brown-Camp Hardware Co., 
Des Moines, Iowa, recently re- 
signed his position. He had 
been manager of the radio and 
electrical department of the 
company. Mr. Camp’s interests 
and those of his mothers have 
been sold to the company. After 
leaving the concern he planned 
to travel for a while. 


LEWIS IS VICE PRES., 
PNEUMATIC TOOL CO. 


W. L. Lewis, formerly assis- 
tant comptroller, Bethlehem 
Steel Corp., Bethlehem, Pa., 
has been elected vice-president, 
secretary and treasurer of the 
Chicago Pneumatic Tool Co., 
Chicago, IIl., succeeding J. G. 
Grimshaw, who has resigned. 


A. W. MORRIS PASSES 


A. W. Morris, manager, tool 
department, Bunting Hardware 
Co., 810 Walnut St., Kansas 
City, Mo., died recently after an 
illness of several weeks, at the 
Research Hospital, at the age 
of 49. For the last 23 years he 
has been in the large tool de- 
partment of the Bunting organi- 
zation; 15 years of that time he 
was manager. He was well 
known to the mechanics and 
users of tools throughout Kan- 
sas City. Mr. Morris is sur- 
vived by his wife, his father, 
four brothers and a sister. 
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Kester Solder Prices Down; 
10-Ib. Spool Discontinued 


Effective May 31, lower prices on 
Kester solder and menders were an- 
nounced by Kester Solder Co., 4201 
Wrightwood Avenue, Chicago. New 
price lists show a difference of 5 cents 
per pound between the 20 Ib. and 5 Ib. 
spools. The former 10 lb. spool is not 
listed and will be discontinued at an early 
date, the company states. The new prices 
to dealers are as follows: 

Kester solder: acid core, 1 lb. coil in 
carton, 54 cents per pound. One lb. spools, 
acid, rosin or paste core, 56 cents per 
pound. In 5 lb. boxes of 18 in. sticks, 
rosin or paste core, 51 cents per pound. 
Five lb. spools, acid, rosin or paste core, 
51 cents per pound, and 20 Ib. spool, acid, 
rosin or paste core, 46 cents per pound, 
All subject to 10 per cent discount in 
100 Ib. lots. 

Kester body solder, in 5 lb. boxes of 
18 in. sticks, % in. diameter (cored), 
48 cents per pound. Same solid, 38 cents 
per pound. Both subject to 10 per cent 
discount in 100 Ib. lots. 

Kester metal mender, 1 carton of 10 
cans, $1.67; same, 1 case of 10 cartons 
or 100 cans, $15. 

Kester radio solder, 1 carton of 10 
cans, $1.67; same, 1 case of 10 cartons 
or 100 cans, $15. 


Continental Screen Co. Issues 
New Prices on Ventilators 


The Continental Screen Co., Detroit, 
Mich., has issued a new price list to re- 
tailers on the full line of Continental 
ventilators. This price sheet, known as 
No. 38B, shows the following net prices 
to the trade. 


De-Flekt-Air, metal center ventila- 
tors, No. 63 (6 x 33), $2.50; No. 87 
(8 x 37), $3.00; No. 88 (8 x 48), 
$4.70, and No. 117 (11 x 37), $4.35. 

Continental wood frame cloth ven- 
-tilators, No. V-836, $2.00; No. V-923, 
$2.00; No. V-937, $2.20; No. V-949, 


GENERAL M 
NEWS oF THE 


Expect Better Hardware 
Demand Latter Half 
of June 


New York, June 18.—Reversing 
their previous predictions, wholesale 
distributors of hardware and house- 
furnishings now say that June sales 
volume cannot equal that of May. 
In most sections, unsettled weather 
is thought to have upset what ap- 
peared to be steady improvement in 
demand. With the first half of 
June somewhat disappointing, re- 
ports at press time suggest an im- 
provement in general demand which 
it is hoped will continue and in- 
crease during the remainder of the 
month. It seems almost certain that 
the slight improvement in weather 
the last two or three days will, if 
continued, bring about an active re- 
sumption of sales on garden equip- 
ment and some early business on hot 
weather merchandise. Both groups 
of goods follow the weather pretty 
closely, most of the time. 

The territory surrounding Cincin- 
nati is about the only section where 
June sales are expected to equal the 
volume of May, due perhaps to 
what appears to be a relatively bet- 
ter employment situation. 

Collections ‘average fairly good 
with wholesalers but retailers gen- 
erally complain about slow pay from 
consumers. 





$3.75; No. V-959, $4.40; No. V-1537, 
$3.45; No. V-1549, $5.00. 

Continental metal frame cloth ven- 
tilators, No. 833, $2.50; No. 837, $2.80; 
No. 845, $3.75; No. 1137, $3.45; No. 
1145, $4.40; No. 1437, $5.00, and No. 
1445, $5.60. 

All prices are per dozen net. Actual 
freight up to 50c. per Ib. is allowed on 
all shipments of six dozen or more. 


ARKET | 
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Commodity Prices Drop 
.6 Per Cent Week Ended June 7 


Commodity prices declined six-tenths 
of 1 per cent during the week ended 
June 7, according to the wholesale price 
index of the National Fertilizer Asso- 


ciation. Eight groups declined and only 
one advanced slightly. Of the total 
items, 36 declined and 14 advanced. The 
larger declines occurred in lumber, hay, 
other feeds, cattle, sheep, textiles, and 
certain foods. Based on 1926-1928 as 100 
and on 476 quotations, the index stood 
at 89.4 for the week ended June 7 and 
89.9 for May 31. 


Week’s Price Average 87.6 
Per Cent, Week Ended June 8 


Prof. Irving Fisher of Yale University 
announced June 8 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 87.6 per 
cent. The May average was 88.6 per 
cent. The purchasing power of the dol- 
lar was 114.2 cents on a 1926 basis of 
100 cents. The May average was 112.8 
cents, says the Journal of Commerce. 

Crump’s index of English prices for 
the weeK on the revised 1926 level was 
79.8. The May average was 80.4. 

The Italian index on the revised 1926 
basis for the week ended May 31 was 
64.0. 


Bank Debits Drop 2 Per Cent 
To $12,742,000,000 Total 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended June 4, which included but five 
business days in most of the reporting 
cities, aggregated $12,742,000,000, or 2 
per cent below the total reported for the 
preceding week, and 23 per cent below 
the total reported for the correspond- 
ing week last year, which also included 
but five business days in most of the 
reporting cities. 

Aggregate debits for 141 centers, for 
which figures have been published week- 
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ly since January, 1919, amounted to $11,- 
953,000,000, as compared with $12,288,- 
000,000 for the preceding week and $15,- 
595,000,000 for the week ended June 5 
of last year. 


U. S. Exports Show Drop 
From 1929 Level; Imports Off 


Trade of the United States with near- 
ly every country in the world continues 
to run well under last year, it is indi- 
cated by figures compiled June 10 by the 
Department of Commerce, showing ex- 
ports and imports for April by countries. 

Total exports for the month were 
valued at $331,842,773, against $425,264,- 
012 in April, 1919, with shipments to 
Europe totaling $142,158,793 against 
$172,185,801; North America, $98,485,- 
778, against $128,037,487; South Amer- 
ica, $30,607,798, against $44,384,363 ; Asia, 
$43,441,636, against $54,283,461; Oceania, 
$9,328,540, against $15,214,649, and 
Africa, $7,820,228, against $11,158,251. 

Imports for the month totaled $307,- 
927,118, against $410,665,501 last year, 
with receipts from Europe $93,604,022, 
against $113,942,130; North America, 
$72,087,650, against $93,639,387; South 
America, $47,590,625, against $61,284,263 ; 
Asia, $83,989,649, against $115,231,191; 
Oceania, $3,270,305, against $9,268,665, 
and Africa, $7,384,867, against $17,299,- 
865. 

Only four countries took more Ameri- 
can merchandise in April than they did 
in the same month last year, the great- 
est. increases being in shipments to 


LaSalle Map of Business Conditions 








Los Angeles Area Trade Is Reported Better Than 


General National Trend of Business 


Business conditions in the territory 
surrounding Los Angeles, Cal., for the 
month of May have shown an improve- 
ment trend proportionately better than 
that of the nation as a whole, the local 
Chamber of Commerce reports. 

Bank clearings continue to increase 
over the preceding months of this year, 
although still below last year’s figures. 
Building permits show a slight gain over 
April, but are also still lower than last 
year at this time. Stock exchange trans- 
actions were less in May than in April, 
and lower than during May, 1929. Postal 
receipts showed a slight gain for the 
month over last May, and the first five 
months of 1930 are considerably ahead 
of the same period of 1929. 

Employment, according to the Cham- 
ber of Commerce Index, was lower than 
during April, but seasonal gains are ex- 


pected during June. The wholesale price 
trend continues downward, being 88.5 for 
May as against 90.6 for April and 96.3 
for the 1929 average. 

Among the important industries, con- 
struction shows increasing activity ; wear- 
ing apparel and millinery are quiet with 
production about equal to last year; fur- 
niture is having a seasonal dull period; 
motion pictures are feeling an accelerat- 
ing impetus with announcements of 
larger budgets for 1930-31, and petro- 
leum is working along steadily under re- 
stricted production programs. 

Agricultural conditions, both field and 
market, throughout southern California 
are normal and generally satisfactory. 
Water commerce, while not quite equal- 
ling April’s phenomenal total, showed a 
substantial increase over last year and 
healthy increases in several branches. 





Soviet Russia in Europe, $10,225,488, 
against $5,120,515, and to Mexico, $12,- 
103,746, against $9,790,887, slight in- 
creases being registered in exports to 
Denmark and Central America. Exports 
to Canada declined to $63,997,452 from 
$91,928,189 last year, making the loss 
in trade for the first four months this 
year $82,000,000, as compared with 1929, 
while shipments to United Kingdom 
dropped to $46,713,433 from $59,288,973, 
with the loss for four months $51,- 
000,000. 


For June, 1930 





M. W. Robinson Co. Issues 
New List and Discounts 


M. W. Robinson & Co., 28 Warren 
Street, New York City, on July 1, 1930, 
will issue a revised list and discount 
sheet on Carew cutters and jaws, Robin- 
son S wrench, Carll wrench, Lock Jaw 
file handles, Necessity chain plier, and 
Robinson Combined level and _ square. 
The new net prices are practically un- 
changed. 





Business Bulletin 
LA SALLE EXTENSION UNIVERSITY 








There isn’t a bad spot on this map. The worst that can be said of any portion is that business is fair. 
The light gray areas indicate good business and the dark sports are the “bright spots’—very £004. 
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CHICAGO: 


Cuicaco, June 17. 

URRENT trade is fairly strong 

in most lines. The general mar- 

ket for hardware and allied lines 
is but little behind what might be 
termed a normal season. Sporting 
goods lines are well ahead when com- 
pared with the same period of recent 
years. Credits and collections are 
slightly improved. Retail hardware 
failures are less numerous and in most 
cases very small factors. In common 
with business generally, fiscal conditions 
are a little below normal. 

Under the impetus of a cool, damp 
spring, the growth of grass has been 
fast; consequently grass shears, grass 
hooks, scythes and snaths have been 
moving well; hedge shears respond to 
the same condition. Tie-out chains, 
porch swing chains, sash chains, coil 
chains and dog chains are seasonally 
active. Wholesalers who have lowered 
their prices on copper rivets and burrs 
in consonance with the general copper 
market report good volume. Sash cord 
has shown a distinct improvement dur- 
ing recent weeks, without any price 
fluctuations; indications are that the 
larger manufacturers do not contem- 
plate any market changes in the near 
future. 

Sheet metal wares, especially those 
galvanized, are backward; makers ap- 
pear eager for business and prices ac- 
cordingly show concessions for attrac- 
tive orders. Poultry equipment sales 
are about over for the season, except 
waterers and feeders which continue in 
good volume. Milk cans and other 
dairy supplies demonstrate an active 
demand. As hot weather approaches, 
electric fans and irons show quicker 
movement, although the trade has had 
to wait longer for it than in previous 
years. Notwithstanding the fact that 
rubber-covered wire is lower than it 
has been for a good many seasons, the 
relative dearth of building activity and 
the competitive situation among manu- 
facturers unite to keep the market on 
an even keel; there seems to be little 
likelihood of any immediate price 
changes. 


Hammers and Hatchets Active 


Since the price drop of May 1, ham- 
mer and hatchet sales have been more 





AT A GLANCE 


Sport goods better than 
normal—Credits and collec- 
tions improve— Cool damp 
spring helped sales on grass 
cutting goods — Galvanized 
sheets inactive, with prices 
weak—Hamme rs and hatchets 
active since May 1 decline— 
Screens and screen doors at 
peak of demand—Prices very 
low on building papers and 
roofing — crop development 
slow but considered promising. 











active on some of the staple sellers; 
present quotations seem firm for the 
second and third quarters. Nails and 
wire are registering volume; it appears 
generally recognized that current prices 
are very low, probably near the bottom. 
Wire cloth movement is easing off, but 
doors and screens are at the peak of de- 
mand; figures are thought to be lower 
than manufacturers’ profits justify. 
Brass wood screws have held steady 
since the April decline and steel screws 
remain unchanged; sales have suffered 
from reduced construction and factory 
activity. 

Galvanized sheets and roofing have 
reached an extremely low price basis 
and business has been light; it seems 
reasonable to look for some market re- 
covery as soon as demand betters. Late 
spring movement of prepared roofing 
has been good, though midsummer sales 
are usually quiet; all the mills are hold- 
ing prices firm. Building-paper figures 
are at the lowest level they have reached 
for several years and are expected to 
strengthen before fall. After July 1 
new third quarter prices on sisal and 
manila rope will be announced; no ad- 
vances are looked for, as sales are 
rather inactive. 


Sport Goods in Demand 


Seasonal sporting goods continue to 
sell in good volume. With the opening 
of the game fishing season dealers are 
filling the holes in their stocks of 
tackle; orders for miscellaneous items 
are large and lively. Demand is regis- 
tering in substantial quantities for rods, 
reels, lines and baits. Prices are firm. 


Playground balls and bats are moving 


Current Trade Fairly Strong—Sport Goods 
Very Active—Collections Better 


almost feverishly; lack of space in the 
big cities for large baseball fields is 
greatly stimulating the use of play- 
ground balls. Golf supplies maintain 
their high pitch of activity. The new 
size golf ball is proving popular and 
current sales are running ahead of the 
old size. Miniature golf courses spring- 
ing up all over the country are giving 
rise to an enormous demand for cheap 
putters; factorjes are much behind on 
orders. The call for croquet sets is 
insistent, affording strong evidence that 
the game is rapidly becoming more and 
more popular. 

Generally speaking, crop growth is 
slow, because of cool days and cold 
nights. According to the report of the 
American Steel & Wire Co., frosts have 
occurred in the more northerly States, 
most of the damage being visited upon 
the truck and tender plants. Winter 
wheat is spotted, although some sec- 
tions report an excellent stand. On the 
whole, its condition seems to be some- 
what more promising. Cutting will 
start within a few days in Kansas, the 
heart of the winter wheat belt. Recent 
precipitation has benefited the spring 
wheat which is now considered good in 
the chief producing States, including 
the Pacific Coast. 


Corn Crop Slow 


The weather has been unfavorable 
to the satisfactory progress of corn. In 
some regioné its color is reported rather 
sickly, although warmer nights will im- 
prove it. Some replanting has been 
necessary. The general condition of 
this crop is reported from fair to good. 
Oats are doing rather’ better than 
wheat. Cotton is growing slowly and 
wet weather in many sections has kept 
workers out of the fields which are 
getting weedy. . As a whole, however, 
the crop shows a tendency toward im- 
provement. Late potatoes are back- 
ward; those planted early in the south- 
ern territories are doing better, although 
in the central and northern States some 
frost damage is reported. Tobacco is 
not making satisfactory progress. Pas- 
tures, for the most part, are excellent ; 
hay, also, except in some dry sections. 
Live stock is reported in good condi- 
tion, although numbers are off in scat- 
tered communities. 
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New York PAINT MATERIALS MARKET 


NEW YorRK, June 17.—Slight concessions are reported 
on linseed oil, turpentine and denatured alcohol. Other- 
wise prices remain unchanged. Linseed oil is down two 
points, turpentine is 1c. cheaper and denatured alcohol 
declined 2 cents. 

The general demand for all paint materials is light at 
the present time. Were there a more active market, it is 
believed higher linseed oil prices would be in force—for 
as reported last week crushers in current production must 
depend almost entirely on Argentine flaxseed and the 
Argentine crop was short. A bumper domestic crop is 
predicted for early fall. Commenting on June 10, Archer- 
Daniels-Midland Co. says, “If it were not for the fact that 
a shortage is quite possible before new crop oil becomes 
available, the trend of the market would undoubtedly be 
considered downward, especially as new crop seed does not 
appear to have been fully discounted as yet. Everything 
so far points to a big crop, but the failure of last year’s 
crop is still fresh in the minds of sellers and they do not 
appear anxious to discount the future too much.” 


LINSEED OIL 
PURE LINSEED OIL 
Per Pound 


Te BOE GF Teme CRN BG BIB c occ cecccccweseces 14.8¢. 
Te 2O0e CE AP, OF TROVO chic civen ede s odiicccewes 14.4¢. 
CRPGRCOn TIS OOE Ol) 8 DGB S65 oid on ccceewescunse 22.0c. 


WHITE LEAD 


WHITE LEAD AND OXIDES. 

White lead in oil, heavy or soft paste, 100 lb. kegs, 18%c.; 50 
and 25 lb. kegs, 14c.; 12% lb. kegs, 14%c.; 5 lb. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 lb. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 


DRY WHITE LEAD. 
Dry white lead, 100 lb. kegs, 13%c.; 25 and 50 lb. kegs, 14c.; 
12% lb. kegs, 14\c. 


RED LEAD IN OIL. 
Red lead in oil, 100 lb. kegs, 151%4c.; 25 and 50 Ib. kegs, 15%4c.; 
12% lb. kegs, 15%4c. 


DRY RED LEAD AND LITHARGE. 
Dry red lead and litharge, 100 Ib. kegs, 13%c.; 25 and 50 Ib. 
kegs, 14c.; 12% lb. kegs, 14%c. 


DRY WHITE LEAD AND OXIDES. 


Dry white lead, bbls. 500 to 600 lbs., 7%c. per lb.; basic lead 
sulphate, white, bbls., 500 Ib., 744c. per lb.; asic lead sulphate, 
blue, bbls. 400 Ibs., 714c. per Ib.; litharge, bbls. 500 to 600 Ibs., 
8c. per lb.; red lead, bbls. 500 to 600 Ibs., 9c. per Ib.; orange 
mineral, casks, approximately 1100 lIbs., 12%4c. per lb.; orange 
mineral, barrels approximate 700 Ibs., 12%4c. per Ib. 


SUGAR OF LEAD. 

White sugar of lead, crystals, 13c. per lb.; white sugar of lead, 
broken, 13%4c. per lb.; white sugar of lead, granular, 13%c. per 
lb.; white sugar of lead, powdered, 13%c. per lb.; brown sugar 
of lead, 12c. per lb.; sugar of lead solution, 6%4c. per lb.; 100 
lb. kegs, 1c. advance over above prices. An extra charge is 
made for solution barrels, which is refunded when barrel is 
returned. 


FLATTING OIL 

Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 lb. cans, 10c. per Ib.; 124% lb. cans, 8c. 
per Ib.; 25 Ib. cans, 8c. per Ib.; 120 lb. (approximate) tubs, 7c. 


per Ib 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per lb.; 2 lb. cans, 5 
per Ib.; 12% lb. cans, 4c. per Ib.; 
to 120 lb. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Price ranges from 5ic. to 55c. per gallon. 


DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 lb. cases, 1 Ib. packages, 16c. per Ib.; 1% Ib. packages, 22c. 
per lb.; 4 lb. packages, 30c. per Ib. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. 

In 50 Ib. cases, 1 lb. packages, 25c. per lb.; % Ib. packages, 
32c. per lb.; %4 lb. packages, 40c. per lb. Assorted sizes, 32c. per 
lb.; ultramarine blue, 28 lb. boxes, from llc. to 29c. per lb.; dry 
colors in barrels varying from 300 to 350 lbs. Prices per pound: 
Prince’s metallic, 3c.; American raw and burnt umber, 5'%c.; 
Italian raw and burnt sienna, 10c.; turkey raw and burnt umber, 
6c.; American raw and burnt sienna, 54%4c.; Van Dyke brown, 9c.; 
chrome green, lm. or dark, 15¢c.; American venetian red, 3c.; 
Indian red, 15¢c.; turkey red, 35c.; American vermilion, 35c.; 
American yellow ochre, 2c.; imported French ochre, 6%4c.; golden 
ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, 1lc.; 
extra gilder’s whiting, 7%. 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 110 Ib. 
bags, 15c. per lb.; German sheep glue, 110 lb. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per Ilb.; Italian ground pumice 
stone, in barrels, 3c. per Ilb.; C. P. aluminum bronze, 1 Ib. cans, 
75e. per can.; pale gold bronze, 1 lb. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 lb. bales, 14c. to 
15e. per 1lb.; alcohol, C. D. No. 5, in steel drums, 46c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 


SHELLAC 


T. N. grade, 250 Ib. barrels, 29c. per 1lb.; Vac-Dry, bleached, 
250 lb. barrels, 36c. per Ib.; orange, 164 lb. bags, 30c., 32c. and 
39c. per lb.; 5 Ib. pure white shellac, 50 gal. bbls., $2 per gal.; 
5 lb. pure orange shellac, 50 gal. bbls., $1.70 per gal.; 414 lb. pure 
white shellac, 50 gal. bbls., $1.90 per gal.; 4% lb. pure orange 
shellac, 50 gal. bbls., $1.60 per gal.; 4 lb. pure white shellac, 50 
gal. bbls., $1.80 per gal.; 4 lb. pure orange shellac, 50 gal. bbls., 
$1.50 per gal. 


STEP LADDERS 

High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90: 7 ft., $3.40; 
8 ft., $3.90; 10 ft., $4.80. Medium quality, 3 ft., 75c. each; 4 ft., 
$1.00; 5 ft., $1.25; °6 ft., $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 
$2.50. Competitive quality, 4 ft., 80c. each; 5 ft., $1.00 each; 6 ft., 
$1.20 each. 


EXTENSION LADDERS 


Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.55; 
: ., $10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 

Powdered Wax.—4 oz., 2314c.; 8 oz., 33%%c. 
$2.66%4 per package. 

Prepared Paste Wax.—214 0z., 16%c.; 14 lb., 38%c.; 1 Ib., 56%c.; 
2 Ib., $1.06%; 4 Ib., $2.00; 8 lb., $3.7344. 

Prepared Liquid Wax.—1% pt., 33%3c.; 1 pt., 50c.; 1 qt., 9 
¥% gal., $1.60; 1 gal., $2.66%. 

Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 

Weighted Floor Brushes.—15 lb., $3.75; 25 Ib., $5.25. 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. per 
box; size %, 100 sheets, 89c. per box; size 1, 75 sheets, 74c. per 
box: size 114, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. per 
hox; size 214, 50 sheets, 7lc. per box; size 3, 25 sheets, 41c. per 
box. fe 
Utility packages of sandpaper, 6c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 






4c. per lb.; 5 lb. cans, 414%4c. 
25 lb. cans, 4c. per Ib.; 100 


; 16 oz., 662gc.; 5 Ib., 


343c.; 
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NEW YORK: 


New York, June 17. 


NSETTLED weather has re- 
[ | tarded somewhat the very“ active 

business development of recent 
weeks. To date, June sales have been 
disappointing after the excellent May 
record. There is just as much shipping 
activity noticeable in wholesale ware- 
houses, but individual orders are very 
small. The result is that jobbers are 
busy but sales volume is limited. House- 
furnishings, particularly certain wood- 
enware items, are relatively more active 
than the general run of shelf hardware. 
In the seasonal lines such as steel goods, 
lawn mowers, garden hose, etc., demand 
is moderate. Strictly staple goods have 
a very limited call. 

It is usually found that a damp, cool 
spring will make the grass grow, caus- 
ing a good lawn mower and kindred ac- 
cessories demand but with a falling off 
on garden hose, reels, etc. Conversely, 
a dry spring helps the sale of the latter 
group and curtails the markets on mow- 
ers. With fairly damp weather in the 
past ten days, mower sales have not 
been very heavy, due, it is said, to heavy 
buying last year, which made it neces- 
sary for many retailers to have carry- 
over stock. This condition, however, 
should only affect initial orders placed 
early in the season and jobbers feel that 
a good steady mower trade may be ex- 
pected a little later. 


Minor Price Revisions 


Several local wholesalers are revising 
prices on minor lines, but nothing very 


Shippers Expect Less Freight 
for the Third Quarter 


Freight cars totalmg 1,049,006 will be 
required to move the commodities pro- 
duced in western Pennsylvania, eastern 
Ohio, northern West Virginia and the 
so-called Pan Handle of Maryland during 
the months of July, August and Septem- . 
ber, according to the forecast of the Al- 
legheny shippers’ regional advisory board 
at its meeting held June 12 at Morgan- 
town, W. Va. 








AT A GLANCE 


Unsettled weather retards business 
—June sales considerably less than 
May, upsetting predictions 
Housefurnishings, particularly cer- 
tain woodenware items, are more 
active than shelf hardware—Price 
revision of minor importance— 
Jobbers predict advances on shov- 
els, nails and lock sets—Building 
improves locally but does not help 
hardware trade except indirectly— 
Jobbers expect more active busi- 
ness latter half of June—Collec- 
tions fairly good. 











startling has developed on prices. Job- 
bers express the opinion that advances 
are justified and may be expected on 
shovels, nails and lock sets. On the last 
it is felt an advance would help main- 
tain the recent higher levels established 
on night latches, which, it will be re- 
membered, were advanced approximate- 
ly 50 per cent, following a long price 
war. 

Though building activities show some 
improvement locally, it has not been the 
kind of building that helps the hardware 
jobber or retailer, except indirectly in 
giving employment. New building and 
engineering contracts let in the metro- 
politan area of New York during the 
period from June 1 through June 6 
amounted to $22,795,600, according to 
IF. W. Dodge Corporation. This was 
at the daily rate of $4,559,100, while for 
June of last year the daily rate of con- 
tract letting was $3,392,400. Since the 
first of January, awards for new con- 
struction in this territory totaled $454,- 


This estimate of impending traffic is 
based upon replies to a questionnaire 
from a majority of the carload shippers 
located within the boundaries of the 
board’s territorial jurisdiction and whose 
shipments represent approximately 87 per 
cent of the total volume of traffic origi- 
nated in the district. 

During the corresponding period of 
last year 1,082,261 cars were required 
for the transportation of freight within 
the area outlined, so that the estimated 
needs will be about 3.1 per cent less dur- 
ing the third quarter of 1930. 


Unsettled Weather Retards Sales 
—June Volume Is Disappointing 


973,500 as compared with $523,270,500 
for the corresponding period of 1929. 

The contract record for the past week 
showed the following classes as the most 
active: Hospital and institutional build- 
ings, $5,900,000; residential buildings, 
$5,480,900; commercial buildings, $4,- 
670,000; educational buildings, $4,042,- 
900, and public works and utilities, $1,- 
637,300. All other non-residential con- 
struction totaled $1,063,900. 


June Trade Disappoints 


Though disappointed with June busi- 
ness for the first half of the month, lo- 
cal wholesalers of hardware and house- 
furnishings believe that they may ex- 
pect a pick-up of trade for the latter 
half. At that, it is hardly likely that 
June will equal May and it is generally 
agreed that June, 1930, will be consider- 
ably behind the same month of last 
year. Last month it was freely pre- 
dicted that the late start of spring de- 
mand would give abnormal activity for 
June, putting the sales volume ahead of 
May. This might have been accom- 
plished were it not for the unsettled and 
unseasonal weather. 

Collections continue fairly good, de- 
cidedly better than they have been any 
time this year. Credits continue fairly 
liberal although reports from retailers 
suggest that consumer collections are 
still abnormally slow. There continue 
to be few if any new stores opening up 
in this territory, but there were no im- 
portant failures reported during the 
past week. 


U. S. Building Permits Down 
33 Per Cent During May 


Reports to Bradstreet’s from 202 cities 
of the United States show a total value 
of house, office and store building per- 
mitted for in May this year of $167,- 
827,265, as against $171,551,223 at those 
identical cities for April, and $252,340,753 
for May, 1929. There is here indicated 
a decrease of 2.1 per cent from April. 
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ATLANTA: 


ATLANTA, GA., June 17.—June sales with Atlanta hardware job- 
bers indicate very good business on seasonal items, while buying of Diamond 
‘staple merchandise continues to be conservative. Fishing tackle, 7 
lawn goods, automobile accessories and builders’ hardware head the oe 
list of the most active items at this time. Orders are being booked Double 
for fall delivery and indications are that business will soon show 





June Sales Good on Seasonal Lines— 
Futures for Fall Delivery Active. 


Hose Washers.—1 lb. cartons, 50c. 
Lawn Fence.— 


lawn = fence, 


marked improvement on fall bookings. 
Collections at this time are only fair. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. ATLANTA, GA. 


ELECTRIC FANS. 


10-in. oscillating 

12-in. oscillating 

16-in. oscillating 

52-in. ceiling, 3 speed.......... : 50.00 
(All above less 30 per cent.) 


FISHING TACKLE. 


No. 1 to 12 Kirby fish hook, $1.20 
per thousand; No. 1 to 12 Carlisle 
fish hook, $1.50 per thousand. 

BB Split shot sinkers, 30c. per doz. 
boxes; 7B Split shot sinkers, 40c. per 
doz. boxes; 5B Split shot sinkers, 60c. 
per doz. boxes. 

Steel True Temper fishing rods, 
No. BEG, 3 ft., $3.67 each; 3% ft., 
$3.67 each; 4 ft., $4.44 each. Steel 
Oxford Temper fishing rods, No. 0 
BEG, 3 ft., $2.57 each. 

Fishing reels, No. 1800, $24.00 doz. 
No. 2800, $9.00 doz. 

White twisted cotton fish line, 20 
ft. hanks, No. 1, $1.50 gro.; No. 4, 
$2.25 gro.; No. 10, $3.75 gro. 

Eureka fish line, 15 ft. hanks, No. 
1, $1.50 gro.; No. 3, $2.00 gro. 

Seine twine, No. 9, 2 oz. balls, 65c. 
per lb.; Nos. 18, 21, 24, 36, 4 0z., 60c. 
per Ib. 

Trot line, No. 1, 1 lb. balls, 50c. 1b.; 
Nos. 1, 2, 3, 4, 10-lb. tubes, 42c. per Ib. 


FREEZERS. 


1 qt. Frost King 
2 qt. i 

3 qt. Frost King 
4 qt. Frost King 
6 qt. 


. Frost King 

. Frost King 

. Frost King 

(Less discount—40 per cent.) 

1 qt. White Mountain 
2 qt. White Mountain 
3 qt. White Mountain 
4 qt. White Mountain 
6 qt. White Mountain 
8 qt. White Mountain 
10 qt. White Mountain 
12 qt. White Mountain 


(Less discount—50 per cent.) 


(Less discount—50 per cent.) 


GALVANIZED WARE. 


No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.; 


No. 3, $8.40 per doz. 


8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.; 12 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails, 
round bottom, stenciled, $4.50; 12 
quart, $4.75 per doz. 

5 gal. garbage cans, $6.35; 7 gal., 
$8.75; 10 gal., $9.25 per doz. 


GARDEN SETS. 
No. 711, Victor, $4.50 per doz. 


GRASS HOOKS. 


Per 
Atkins Perfection grass hooks.. 
No. 1 Kelly grass hooks 
No. 4 Perfect grass hook 
No. 5 Kelly grass hook 


HOES (HANDLED). 


6 in. light cotton with 4% ft. han- 
dles, $6.50 per doz.; 6% in., light cot- 
ton with 414 ft. handle, $6.85 per doz. ; 
7 in., light cotton with 5 ft. handle, 
$7.70 per doz.; 7% in., light cotton 
with 5 ft. handle, $8.05 per doz.; 8 in., 
light cotton with 5 ft. handle, $8.40 
per doz. 

6 in. regular cotton hoe with 4% 
ft. handle, $6.85 per doz.; 6% in., 
regular cotton hoe with 4% ft. han- 
dle, $7.25 per doz.; 7 in., regular cot- 
ton hoe with 5 ft. handle, $8.05 per 
doz.; 7% in., regular cotton hoe with 
5 ft. handle, $8.40 per doz.; 8 in., 
regular cotton hoe with 5 ft. handle, 
$8.75 per doz. 

6% in., straight shank hoe with 4% 
ft. handle, $7.20 per doz.; 7 in., 
straight shank hoe with 5 ft. han- 
dle, $8.05 per doz.; 7% in., straight 
shank hoe with 5 ft. handle, $8.40 per 
doz.; 8 in., straight shank hoe with 
5 ft. handle, $8.75 per doz.; 7 in., 
black land cotton hoe with 5 ft. han- 
dle, $7.25 per doz.; 7% in., black land 
cotton hoe with 5 ft. handle, $7.50 per 
doz.; 8 in., black land cotton hoe with 
5 ft. handle, $7.95 per doz.; 9 in., 
black land cotton hoe with 5 ft. han- 
dle, $8.65 per doz.; 10 in., black land 
cotton hoe with 5 ft. handle, $9.35 per 
doz. 


LAWN GOODS. 


Garden Hose.—% in. 6 ply 50 ft. 
sections, Good Luck with connections, 
10c. ft.; % in. 6 ply 25 ft. sections, 
Good Luck with connections, 10%c. 
t.; 5% in. 6 ply 50 ft. sections, Leader 
with connections, 8c. ft.; % in. 6 ply 
25 ft. sections, Leader with connec- 
tions, 8%c. ft. Nelson’s Hose Mend- 
ers, 35c. doz. 

Hose conoiee— in., % 
in. common, $1.25 eo ; ees Fr. C. 
og Soupiinss, % in., &% in. and % 
in., 








4 
Lawn Gates.— 
3% ft. x 36 in. walk gates 
3% ft. x 42 in. walk gates 
10 ft. x 36 in. single Give gates 9.00 
10 ft. x 42 in. single drive gates 9.50 

Hose Clamps.—%4 in. galvanized 
hose clamps, 35c. doz.; Fi in. galvan- 
we hose clamps, 40c. doz. 

awn Mowers.—No. 200, 14 in., 4 
wale ball ha | Stearns, $6.50 each; 
No. 200, 16 in., 4 blade ball bearing 
Stearns, $6.75 each; No. 200, 18 in., 
4 blade ball bearing Stearns, $7.00 
each; No. 35, 16 in., 5 blade roller 
bearing Stearns, $12.00 each; No. 35, 
18 in., 5 blade roller bearing Stearns, 
$12. 50° each; No. 35, 20 in., 5 blade 
roller bearing Stearns, $13. 00 each. 

Yo gerne sage —Rain King _ sprinklers, 
$2.34 each; Giant Rain King sprink- 
lers, $8.33 ‘each. 

Shears.—Grass_ shears, $9.00 per 
doz.; 8 in. hedge shears, $1.50 each; 
9 in. hedge shears, $1.75 each. 

Doo-Klip Products.—Deo Klip grass 
shears, $10.80 per doz.; Doo-Klip long 
handled grass shears, ‘$18. 00 per doz.; 
Doo-Klip pruners, $10.80 per doz. 


LOCKS. 
Per Doz. 
a 2 > porcelain or mineral rim 


No. H-1899 metal 
horizontal 
No. 


righ 
No. 8677 1% inside lock sets. 
No. 8665 stone door sets 


NAILS. 
$3.00 per keg base. 


SASH CORD. 
No. 8 sash cord, 30c. per lb. 


SCREEN WIRE. 


Black screen wire cloth 
Galvanized screen wire cloth... 
Bronze screen wire cloth 


SKATES (ROLLER). 


Chicago roller skate line, No. 181, 
$2.65; No. 183, $2.75; No. 185, $2. = 
~— i0i, $1.35; No. 103 and 105, $1. 

No. 5, Union roller skates, $1. 15: 
No. 6, $1.75; No. 4, $1.65; No. 130, 
$2.00; No. 130 L, $2.15. 

Skate keys, 30c. per doz.; extra 
wheels, 10c. extra. 

Winchester—Boys, No. Figo 
No. 3832, $1.35; No. W1G, $1. 


TOOL GRINDERS. 


No. 25 Luther 
No. 24 Luther 
No. 26 Luther 
No. 

No. 34 Luther 


VISES. 


. 44 Columbian Garage Vise.. $5.50 
so, Columbian Garage Vise 3.50 
olumbian Garage Vise.. 

. 25 Champion Vise 
. 40 Champion Vise 
. 1 S. Pyse Vise 

2 S. Pyse Vise 
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PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 


PirTsBURGH, June 17.—June has not 
yet shown the activity that marked last 
month, but both jobbers and retails are 
finding demands fairly satisfactory in 
both volume and constancy. They run, 
of course, heavily to the articles that 
usually move well at this time of the 
year. A good steady rain recently has 
been followed by steadily rising tem- 
peratures and a secondary wave of 
buying of mowers.and other lawn tools 
is looked for shortly. Electric fans did 
well in the hot speell in May, but since 
that time the demand has been very 
slow. Sellers are well pleased with the 
way that screen wire cloth, screen doors 
and windows are moving, but there is 
no such satisfaction over the sales of 
builders’ hardware, which is extremely 
slow and the same reason, very limited 
home and house construction, explains 
a very poor demand for carpenters’ and 
masons’ tools. 

The Pittsburgh district has been 
making a poor showing in the matter 
of new house building, but probably no 
worse than that of other large cities 
throughout the country. Builders’ hard- 
ware suffers heavily from that condi- 
tion, but probably no more than other 
goods entering into home construction. 
There continues also to be a very steady 
drift of people out of big homes into 
apartment houses and hotels and that 
also has its effect upon the demand for 
not only builders’ hardware but a num- 
ber of other goods since, apartment 
houses do not take as much hardware 
as would individual homes that would 
be needed to house all the families that 
find abode in these apartment struc- 
tures. 


Repair Costs High 


Those who own houses and have had 
occasion to have repairs made in them 
requiring the services of a tradesman 
still express amazement over the high 
charge for the labor in relation to the 
cost of the material used. With funds 
becoming constantly more plentiful and 
rates more moderate, the time is not far 
off when money should be cheap enough 
to encourage many who would like to 
have their own homes to build them. 
One thing will either delay or limit 
such a movement and that is the labor 
cost. It is true that labor gives more 
in performance for the dollar now than 
it did a few years ago; nevertheless, the 
labor cost still looms high in com- 
parison with the materials, which have 
come down while labor has stayed up. 





AT A GLANCE 


June activity less than in May— 
Seasonal demand considered fair- 
ly satisfactory—Electric fans, 
screen doors and windows active— 
New building very limited—High 
labor costs retard progress—Coal 
and glass situation slow — Steel 
prices lack stabilization—District 
looks for easier money which 
should promote general activity. 











Suggestions of wage reductions are not 
popular with those who feel that only 
through high wages can there be a 
market for the tremendous output of 
our factories gaited, as they are, to mass 
production and output in excess of what 
was our norm of consumption a few 
years ago. 


General Business Fair 


General business in the Pittsburgh 
district still leaves much to be desired. 
It is hard to find much optimism among 
those engaged in any kind of business. 
The unemployment situation is better, 
since outdoor activities are taking up 
some of the slack that recently existed, 
but the glass business is not adding to 
its employment lists and a total soft 
coal production at the weekly rate of 
about 7,000,000 tons, when a few years 
ago it was around 11,000,000 tons, does 
not suggest that the coal industry is 
emerging very rapidly from its long de- 
pression. There has been a very definite 
downturn in steel demand and produc- 
tion since last accounts. The rails 
ordered last fall and winter for 1930 
delivery are about completed. Decline 
in carloadings has made the railroads 
very conservative about equipment pur- 
chases to say nothing of their direct 
purchases for steel for their own shops. 
The agricultural implements manufac- 
turers had a very fine business in the 
first four months of the year, but since 
then they have been scaling production 
and their takings of steel. We are on 
the verge of much curtailed production 
of automobiles and this already is 
cutting into the steel demand. Although 
not very evident in the immediate Pitts- 
burgh district, building construction re- 
quiring steel is heavy, pending busi- 
ness being as large as it has ever been 
before at any one time, The Jron Age, 
putting the figure at 112,000 tons. 
Makers of pipe have very full order 
books in the welded and seamless sizes 


Seasonal Demand Fairly Satisfactory 
. sl 
¢ —Employment Situation Is Better. 


8 in. in diameter and larger. Building 
and pipe steel, however, are not suffi- 
cient in tonnage to offset the decline in 
the requirements for other purposes and 
the result is seen in the ingot produc- 
tion, which in this and nearby districts 
is now about 65 per cent of capacity, 
against 70 per cent a week ago. There 
are a few plants in which steel is being 
made virtually at capacity, but in one 
instance of this sort the explanation is 
partly in the fact that steel is being 
stocked in crude or semi-finished form. 


Steel Situation Drab 


The steel situation is drab, not alone 
from the business side, but from the 
angle of prices. While some effort is 
being made from time to time to bring 
about stabilization, the need for orders 
to permit of an economical plant opera- 
tion is still so great as to make manu- 
facturers willing to make concessions. 
Growing abundance of  borrowable 
funds and the steady decline in rates 
will undoubtedly bring about a recovery 
in business, but the burning question is 
when. There have been other periods 
when money has been abundant and 
cheap, when the courage to take advan- 
tage of such conditions was lacking. The 
summer is not usually a time when in- 
dividuals feel like doing anything and 
the recovery from present conditions is. 
probably something that will come 
along in the fall. 


Metals Trade Light 


Specifications for billets, slabs and 
sheet bars sharply reflect the low rate 
of operations in sheet, tin and strip 
mills. Business, apart from shipping 
instructions on contracts, is as light as. 
it usually is when there is no shortage 
of supplies. Wire rods are holding 
steadily at $36, Pittsburgh or Cleveland, 
with just a fair movement. One large 
producer of sheets has announced third 
quarter prices on the basis of today’s. 
minimum quotations. Nevertheless, con- 
cessions have not disappeared in either 
of these lines. An increase in the ca- 
pacity for producing long ternes, find- 
ing extensive use as automobile gasoline 
tanks, has resulted in a decline in prices. 
of from $2 to $3 a ton. The market is. 
quite steady on cold-finished steel bars. 
In fact, it is commented upon that the 
price is holding so well in the face of 
lighter demand. Tin plate also appears. 
to be holding well, although now en- 
tering upon the usual summer lull. 


Reading matter continued on page 62 
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THE ONLY. SHOT THAT COUNTS !S THE SHOT THAT HITS 



































































































































































































































































































































==) You'll sell 
=<=| You'll sell more guns 
"awe §=6s-s« 25.45 
* 
as if you use these cards 
[REPEATING RIFLE 
Lae" __ $19.85 It is generally accepted among merchandising men that plainly 
marked price cards add to the selling value of window or showcase 
Reninston | e displays. This has been proved by putting the same articles in the 
eg ae windows of two stores, unpriced in one window and priced in the 
Tancet $22.85 other. More people come in to buy the priced articles. Reverse 
this; take the prices out of the first window and put them in the 
emt second, and if the locations are any where near equal in value, more 
iN Renita © people will then ask for the goods in the second store. 
| REPEATING RIFLE 
| ei" $22.85 To enable those who sell Remington Firearms to take advantage 
of this modern merchandising 
[ena war in| e method put an attractive ae 
2 camer won. « Se SEATING Rince price card in red and black, size fontng ee 
i. —" swe $99.95 4. by 6 inches, in the box with "yom $4930 
every gun we ship. Your dis- 
plays will be more profitable to 
Remington vn eakeainten, | © you if you will identify the jae Remington, © 
creer Autoloading Rifle goods and advertise the prices apy 
2 $5.50 “awe _$58.10|| with these cards. “am $49.30 
i" Remington © ™* Reningten | xf yy JN/2L2 "Remington @ 
a SEPEATING RiP P ae Tepeating Ar Wile! 
— $29.95 wou $44.35 President mou $75 0 
REMINGTON ARMS COMPANY, Ine. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1930 R. A. Co. 
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(Boston office of HARDWARE AGE) 


BOSTON, June 17.—Not much change is noted in the general New 
England hardware situation. Retail business is apparently no bet- 
ter than it was a week ago, due no doubt to many recent stormy 
days. The trade is buying goods only as needed, and in the smallest 
possible amounts, partly because there is no snap to public buying 
and partly to a general belief that merchandise values in general are 
more apt to be lower than higher. Some dealers, who annually pick 
up quite a little builders’ hardware business, say 1930 sales to date 
have run just about on a par with those for 1929, but that over-the- 
counter business is sufficiently under 1929 to pull down the combined 
sales. While New England construction figures are not materially 
under those of last year, and fully a third of the building permits smn Fey gig’ enen “net fy. No. 
are for residential buildings, fully 90 per cent of the homes going 8% ‘ft., $1.15; No. 5130, 9 ft., $1.15; 





General Hardware Sisnavisin Unchanged — 
Buying Is for Small Quantities 


ENAMELWARE. 

Enameliware.—Assortment, No. 25, 
containing 1 doz. each of deep shaped 
wash basin, 2-qt. extra deep sauce 
pan, 2-qt. deep pudding pan, 3-qt. 
milk or dairy pan, 3-qt. Swedish mix- 
ing bowl, deep Windsor dipper, $13.50 
the assortment net. 


FISHING TACKLE. 


ree e000 Bie fe, pitt bamboo 


+» $23. 
; No. 6151, 8% tt., - 
6156,_ ™ 9 ft., $23. 33; No. 6161, 9% ft., 


mee N 3 > 
up cost between $4,000 and $6,500, consequently building hardware |  f°r3-’No?cb3s,*o No. 5000, Nas ry 
going into consumption is of the low-priced variety. — trout Nb 00, Special Toy. weight 
During the past week local prices on automobile tires and tubes water, No. og0r, | 6% ft., $4.21; No. 
were reduced 5 and 10 per cent, respectively. One manufacturer wiRodg.—Winchestar, steol, bait _ 4 
has readjusted prices on certain types of vacuum bottles, irons, per- $1.13 each net; igNoe. - 5835 to 5555, 3 tt, 
colaters, toasters and waffle irons, in certain cases upward and in $1.69; Nos. 5580 to *E5, 
others downward. At least two New England manufacturers of | * ft. to Bib ft, $54. ster line 
latches have issued new price lists, which show advances approxi- net: No, [Bits, “tte, “Double handle, 
i i i i * oO. , 87c oO e educer, 
mating nearly 50 per cent as compared with previous jobbing quota cone Ry agg Se 
tions. Collections have slowed up again. Ne. S558, Se. S00m. es winding 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 100 74, oneeny, Ao. 4339, a doz. 
net; oO. > 0. 
RETAILERS, F.O.B. BOSTON. Double action, 60 yd. capacity, No. 
2210, $5.91 a doz.; No. 2226, $7.47; No. 
AUTOMOBILE ACCESSORIES. $7.47; No. $206, $7.47; No, 2142, 
Tires.—Mansfield line, balloon, four 
ply, 29.4-40, $6.18 each net; 30.4-50, 
$6.89; 31.5-25, $10.20. Six ply, 29.4-40, 
$8.40; 30.4- 50, $9; 31.5-25, $11; 33. 6-00, 
$1 14.25. High owe straight sides, 
30 x 3%, $7.36; 32 x 4, $9.57. 
Tubes.—Mansfield line, 29. 4-40, $1.16 
each net, in cartons of 12, ; 31.5- 
25, $1.58, in cartons of six, $f as: 33.6- 
00, we ; 93, = cartons of six, $1. 8. 
Wash Cloths.—Kozak dry wash 
cloths, 2 doz. to case, with display 
stand, in less than case lots, $24 a 
ease list. Discount 33% per ouet. 
In_case lots, discount e r cent. 
4.50 a =. 
» $8.50; 33 
. = 4%, 
, $7.50: 
2 


; . One to nine pair, 
discount 30 per cent; 10 to 49 pair in 
one shipment, 35 per cent discount; 
50 pair in one shipment, 40 per cent 
discount. 

Clocks.—Westclox line, with plain 
dial, $1.50 each net; with luminous 
dial, $2.10. 


BARROWS. 

Garden, standard, No. 4, wood 
wheel, $5.75 each net; No. 4, steel 
wheel, $5.50; No. 5, wood wheel, $6.25; 
No. 5, steel wheel, $ 


BOTTLES. 

Vacuum. — Universal line, picnic 
combination, No. 780, three blue and 
three red bottles, $7.80 a package net; 
No. 412C, six blue bottles, $9. A lunch 
set given free with each package. 


BRIDGE SMOKING SETS. 

Bridge Smoking Sets. — Stanley 
Works line, two trays, four ash trays 
and cigarette holders in set, assorted 
colors, $2.10 a set, net. Individual 
cigarette holders, 60c. each, net. 


BULL RINGS. 
Bull Rings.—No. 21, $2.70 per doz. 
net; No. 22, $2.97; No. 25, $14.38; No. 
42, $4.05. 


“, 


CARVERS. 

Carvers, Beef.—Three-piece, stain- 
less steel, stag handles, No. 02410, 
8 in., $3. 50 a set, net; No. 01430, $5. 4 
No. 04300, $4; No. , Oast0, $6; No, 0710 
$4.50; No. V7020, 8 in., $3; V7430, 

$5. With pyrohorn’ alien No. 
5130, $5; No. V5250, $7; No. V5410, 
$8. Three-piece, in display case, No. 
063, $2.60 . set, net; No. 024, 8 in., 
$2.85; No. 01136, $4. Two- piece sets, 


Carv Game.—Two- -piece, stag 
nendien, ‘No. 011%, $4.75 a pair, net; 
* $2.85; No. 02411, $2; No. 
.85. Stainless steel, stag 
, No. 04300, $2.75 a pair, net; 
04310, $4.25; No. nor $5.50. 
Ivory handles, No. V7430, $3.50. Pyro- 
horn handles, No. V5130, $3.75; No. 
V5250, $4.75. 
Carvers, Bird.—Stainless steel, two- 
piece, stag handles, No. 01410, $3.75; 
2. "Ee. $3.25. Ivory handles, No. 


COASTER WAGONS. 
Coaster oe ee 
$2.40 each net; No. $2.75; No. 33, 
$3.15. Rambler, No. 6, $3. 75. Speed- 
way, No. 52, $4.70. High speed racer, 
Agee $3.25; No. 143B,.with brake, 
.65. 


CONDUCTOR PIPE. 

Steel.—28 gage, galvanized after 
formation, lots of less than 100 ft., 50 
per cent discount; lots of 100 to 250 
ft., 60 per cent; lots of 250 to 1000 ft., 
60 and 15 per cent. Sheet steel, lots 
of less than 500 ft., 73 per cent dis- 
count; lots of 500 to 1000 ft., 78 per 
cent; lots of 1000 ft., 80 per cent. 

Shoes.—Leader, in lots of less than 
carton, 60 per cent discount; full case 
lots, 15 doz. assorted, 65 per cent. 

Elbows. — Galvanized, round, 28 
gage, in lots of less than carton, 60 
per cent; full case lots, 65 per cent. 

Hooks—-In lots of less than 100, list; 
in lots of 100 to 500, 5 per cent dis- 
count. 


ELECTRIC APPLIANCES. 
Percolators.—Landers, Frary & 
Clark line, No. 987, $6.25 each net; 
toasters, No. 9412, $4.15; waffle irons, 





91, 91, 
3S. "No. 9092, $4. 65, No. 7092, 


ebony Loge ’No. 394 3, $1.10 a pair. 





rit , capacity, $9. '33; No. 2242, 66 
yd. capacity, $10; No. 2342, 80 yd. 
ren ange $11; No. 2442, 100 yd. ca- 
ity, $12; No. 2292, 80° yd. capacity, 
$14 = No. 2392, 100 yd. capacity, 


$15.33 


FREEZERS. 

White Mountain.—Two at., 
each; 3 qt., $6.75 each; 4 
each; 6 qt., $10.45 each; 8 at., 
each, and 10 qt., $18 each. These are 
list prices and are subject to dealer's 
discount of 50 per cent. 


HORSE SHOES. 


Horse Shoes.—Pitching, Diamond, 
official, 85c. a pair net; official set, 
No. 1, $3 a set net. 


INSECTICIDES. 

Bug Death.—In 1 lb. containers, 
$1.64 a doz. net; in 5 lb. contre! 
$6.63; in 12% Ib. containers, _ 
in 100 Ib. og gs $8.88 ea 

Pyrox.—One Ib. jars, in 100 tb, lots 

; in lots of less than. 

s 5 lb. drums, large 

lots, $15, small ‘ots, $15.60; in 10 Ib. 
drums, large lots, $13. 50, small lots, 
$14.50; in 25 Ib. drums, large lots, 
$20.50; small lots, $21.20; in 50 Ib. 
drums, large lots, $8.75 a keg, small 
lots, $9.25; in 100 Ib. drums, $12.50. 
Foregoing prices are for not less than 
crate lots. Less than crate lots; 1 Ib. 
_ wee. each; 5 lb. drums, $1.30; 
32 Pig drums, $2. 35; 25 lb. drums, 


Insecticides.—Powdered white hel- 
lebore, in % lb. containers, 48c. per 
lb. net; % Ib. containers, 35c. per Ib.; 
1 lb, containers, 27c. Bug death, in 
1 Ib. containers, $1.44 per doz. net; 
in 3 lb. containers, $3.75; in 5 lb. con- 
tainers, $5.62; in 12% Ib. containers, 
$13.50; in 100 lb. containers, $7.50 
each. Black Flag, liquid, half pints, 
35c. each; pints, 60c.; in powdered 
form, gun, 10c., small, 15c., medium, 
40c. In-A-Minute, small, $3 per doz. 
net. 


LATCHES. 
“ a a & Towne line, 
a doz. aot No. a $18; 
» $18; No. 2s 2RB, 
$18; No. 33, $12; No. 26, $8.33; No. 


$5.65; 
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AMERICAN STAINLESS STEEL CO. 
Pittsburgh STAINLESS Penna. 






Every one knows 
«+. appreciates ... vants Stainless 
Steel Cutlery ... rust proof, tarnish 
proof, corrosion proof ... It never 
needs polishing and there is no plating 
to wear or peel off. 

@ The enduring beauty of a Stainless 
Steel blade rivals that of newly pol- 
ished silver ... The brilliant lustre 
lasts forever ... Stainless Steel is 
many times tougher than ordinary 
steel and withstands rough usage. 
@ The best known and finest makes 
of cutlery are obtainable in ‘‘Stain- 


STAINLESS STEEL 





“ % Genuine Stainless Steel is manufactured only under the patents of the 


COMMONWEALTH BUILDING 


N o Introduction Needed 








HARDWARE AGE for JUNE 19, 1930 


less” in a variety of styles and prices 

. It is always easy to sell because 
it has an exclusive sales feature... 
PERMANENCE ... *‘Stainless”’ needs 
no introduction. 

Cutlery... Scissors ...Razor Blades... 

Hammers ... Squares ... Rules ... Tapes 

.- Golf Clubs ... Builders’ Hardware... 

Kitchen Tools ... Screws ... Nails 

.. Skates... Bolts and Nuts ...are 

ideal when made of Stainless Steel. 
@ “Stainless” is available in a wide 
range of physical properties... 150 to 
600 Brinell and 60,000 to 250,000 pounds 
per square inch tensile strength. 


“ 
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oe nae Mo. 36, 13.84; No. 26, $7.33; NAILS. 
4 ha Rg alg 
Ro. 2 300, wt 50; No. 1290, $16.30; No. Nails.—Wire, from store, $3.15 per 


keg base; from mill, in car lots, $2.25 


1690, $36. 48; No. 1291, $16.96; No. 1654, 
$9.33. per keg base, f.o.b. Pittsburg; in 


Spring a —Yale & Towne line, less than car lots, $2.50. Cement 
No. 23 Jr., $10 a doz. net. coated nails, in car lots, $2.75 per 
Rim Dead Locks.—Yale & Towne keg base, f.o.b. Pittsburgh; in less 
line, No. 2, $20 a doz. net. than car lots, $3. Cut nails, from 


store, $4.25 per keg base; galvanized 


LUNCH KITS. cut nails, from stock, 8d, and smaller, 
Lunch Kits.—Thermos, No. 324, $6.25 per 100 lb. base; larger sizes, 
$1.88 each net; No. 336-23, brown bot- $6.85. Mill shipments, 8d, and smaller, 
tle, heavy kit, $1.05; school, No. 124, $5.75 base; larger sizes, $6.35. Hard- 
$1.50. Columbia, No. 12011, $1.10. ened steel floor, direct shipments, 
Universal, No. 310, $22 a doz. net; $7.60 f.o.b. Wareham, Mass.; from 
No. 420, $24; No. 295, $23.60. store, $8.10. Western cut nails, direct 


shipments in less than car lots, $3.50. 
Tremont cut nails, direct shipments, 
$3.95 per keg, f.o. b. Wareham. 


Lunch Boxes.—Camera, $3 a _ doz. 
net; Handy-Andy, $6; Gilman, $2.75; 
folding, $4. 








PAPER HANGERS’ TOOLS, ETC. 

Trimmers.—Base, Lamson & Good- 
now, No. 60, in half doz. lots, $4 a 
doz.; No. 50, $4. 

Knives. — Murphy, square, No. 2, 
$4.50 a doz., list; round, No. 2, $4.50. 
Discount, gross lots, 40 per cent; less 
than gross lots, 3314 per cent. Wall 
scraping, Universal, 3-in., No. 2107C, 
6.50 doz. net, No. 100, $4; U. s. 
Cutlery Co., No. 153, $4; Bridgeport, 
No. 129, $1, No. 125, 3%-in., $1. 

Polls.—Standard makes, $4 a doz. 


et. 

Shears.—Putnam, 10-in., No. 501, 
$10.80 a doz. net; No. 751, $12. Acme, 
10-in., $4.50, 12-in., $6, 14-in., $8. 

Wall Paper Cleaners.—In lots of 
less than 3 doz., $1.30 a doz. net; in 
lots of 3 doz. and more, $1.20. 





CINCINNATI: 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, June 17.—A good volume of small quantity orders 
has kept the demand for hardware articles during the first half of 
June about on a parity with May. The demand, however, is still 
behind a year ago, since local consumers are buying conservatively 
and keeping inventories as low as is compatible with good business. 

Continued good weather for the last three weeks has stimulated 
interest in seasonal items. In fact, local jobbers indicate that the 
slight spurt in seasonal merchandise has contributed largely to the 
present appearance of the market giving it a slightly more optimistic 
outlook than a month ago. It is the feeling among jobbers here that 
the bottom of the business slump has been reached and that an in- 
crease in demand is imminent. 

Collections are a trifle slower than a month ago and local jobbers 
indicate that the credit situation could be better. Most accounts, 
however, appear to be good from a credit standpoint, but apparent 
tightness of money is keeping buyers from discounting their state- 
ments. 

Figures on industrial employment indicate that the situation is 
virtually unchanged. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B CINCINNATI. 


BUILDERS’ HARDWARE. wedi No. m7 en y fox.; Cronks, 
4 wee ing, fe) a doz 
by 4 Weights.—Sash weights, $2.00 es.— First quality, 14 tooth, 


Sesies Sets. — Square bevel inside $9.84 a doz.; Competition grade, $5.25 
set a doz. | x " 
cs ix conor ant dull Spading Forks.—First quality, reg- 
brass butts, lic. per pair in case 2112 ge * aes extra one 
lots; sand blast, brass finished butts, aoe m Gon. ompetition, $10. e 


18c. per pair in case lots. 
GRASS CATCHERS. 


ELECTRIC FANS. 
Galvanized bottom medium, $7.20 


Diehl, No. 29011, $10.00 each, list; bk 
No. 20511, $13.00 ech, list; No. 29711. a doz.; large, $8.00 a doz. 
$14.00 each, list; No. 10512, $17.00 GRASS SHEARS AND PRUNERS. 
ona list; No. 12519, $27.00 each, list; Doo Klip shears, $10.80 per doz.; 


No. 16512, $35.00 each, list; No. 3160, Doo Klip long handled shears, $18.00 


$29.50 each list. These prices are : 
subject to discounts of 30 and 5 per ed ie: Doo Klip pruners, $10.80 
cent. : 

HOSE. 


FENCE, LAWN. 


Single picket, 36 in., $6.40.a hun- Double braid, 500 ft. reels, without 


couplings, % in.,-$6.50 per 100 ft.; 


SoH tits Feet camara Ae | Sen HL.00 per f08 tt: Bin, 8 

icket, 36 in., $8.80 Pe 

in., $9.60 a hunret th; a wd i120 HOSE REELS. ’ 

a hundred ft. Victor, $1.10 each; No. 10, $3.10 

FLOWER BED GUARDS. each. 

16 in., $3.90 a hundred ft.; 22 in., ICE CREAM FREEZERS. 

5.15 a hundred ft. White Mountain, 2 quart, $5.65 
each; 4 quart, $8.25 each; 6 quart, 


GALVANIZED SPRINKLERS. 
4 quart, $5.30 a doz.; 6 quart, $5.80 
a doz.; 8 quart, $6.65 a doz.; 10 quart, 
$7.40 a doz.; 12 quart, $9.00 a doz.; 
16 quart, $10. 80 a doz. 


GARDEN TOOLS. 
Spades and pete Sets, $9.25 
a doz.; black, $8.00 a 
Hoes.—First grade. =: 6% in., 
$9.84 a doz.; cotton, $7.68 a doz.; 
planter, $8.28 a doz.; Cronks, weed- 





$10. 45 each; 8 a $13. 50 each; 10 
quart, $18.00 each 


LADDERS. 

Extension, 20 foot, $5.75 each; 24 
foot, $7.00 each; 26 foot, $7.60 each; 
28 foot, $8.15 each; 30 foot, $8.75 each; 
32 foot, $9.35 each; 34 foot, $11.00 
each; 36 foot, $11.60 each; 40 foot, 


$13.00 each. 
Extension, with windlass, 
$9.35 each; 30 foot, 


Reading matter continued on page 66 


28 foot, 
$10.00 each; 32 





June Sales on Parity with May— 
Good Weather Has Helped 


foot, $10.60 each; 34 foot, $12.25 each; 
36 foot, $13.00 each; 38 foot, $13.65 
each; 40 foot, $14.35 each. 


LAWN SPRINKLERS. 
Fountain, $6.50 a doz.; % Fountain, 
$5.50 a doz.; Rain King, $28.00 a doz.; 
Majestic, $52.00 a doz. 


LAWN MOWERS. 
Low grade, 12-in., 
in., $4.75 each; 16-in., 
Plain Ball Bearing, medium, 14-in., 
$6.50 each; 16-in., $6.85 each; 18-in., 
$7.20 each. 
High wheel, five-blade, 14-in., $11.00 
each; 16-in., $11.50 each; 18-in., $12.00 
each; 20-in., $12.75 each. 


LAWN ROLLERS. 
No. 2, $7.90; No. 4, $9.50; No. 5, 
$11.75; No. 7, $13.50. 
NAILS. 


Common wire nails, $2.85 per keg. 


PAINT SUPPLIES. 
Ready mixed house paints, $2.75 
er gal.; linseed oil, single barrels, 
1.08 per gal.; turpentine, in 2 bar- 
rel lots, 60c. per gal.; white and red 
lead in 0 lb. kegs, 14%4c. per Ib., 
less 10 per cent. 


ROLLER SKATES. 
Ball bearing, girls and juveniles, 
$1.32 pair; boys, $1.41 pair; cheaper 
grade, $0.77 pair. 


RUBBISH BURNERS. 
No. 1, $8. 4 a doz.; co 2, $11.00 
a doz.; No. 3, $13.20 a doz 


SCREEN DOORS. 
No. 241, size 2.10 x 6.10, $16.90 a 
doz.; No. 281, size 2.10 x 6.10, $17.80 
a doz.; No. —,. er 2.10 x 6.10, $33.40 


a doz.; Posey size 2.10 x 6.10, 
$30.65 a 0Z.; No 355, galvanized 14, 
$34.80 a doz. 


SCREWS. 
Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round head 
brass screws, 40 and 5 off ae ‘oes 
wire goods, 85, 20 and 5 off list 


STEPLADDERS. 

Best grade, 5 foot, $2.55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5.05 each; 
12 foot, $6.65. each 

Competition grade, 3 foot, $0.51 
each; 4 foot, $0.68 each; 5 foot, $0.85 
each; 6 foot, $1.00 each; 7 foot, $1.55 
each; 8 foot, $1.75 each. 


TRELLIS WIRE. 
22 in., $3.95 a hundred feet. 


VACUUM BOTTLES. 
Competition grade, $0.62 
each; 1 quart, $1.20 each 
High grade, 1 pint, $1.00 each; 1 
quart $2.00 each. 
Nickel plated, 2 pint, $1.75 each; 
1 quart, $2.50 each 
WINDOW SCREENS. 
2433, $4.30 a doz.; 3037, $6.00 a doz.; 
3637, $7.00 a doz. 
Galvanized, 2433g, $4.55 a doz.; 
3037g, $6.25 a doz.; 3045g, $7.00 a doz.; 
3637g, $7.25 a doz. 


$4.60 each; 14- 
$5.00 each. 


: pint, 
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"WRAP 
W UP, PLEASE 


. . . it’s just the tool 
Pve been looking for” 


It’s no trick to turn your sidewalk into selling 
space when you feature the Union Display 
Rack and its fast selling assortment of tools. 
Passersby . . . stop, look and are sold. “Wrap it 
up, please, it’s just the tool I’ve been looking 
for’... they say ... and another sale is made. 


“UNION DISPLAY RACK 
Ran My Sales up 20%, “Says 
G. P. Pullen of Monson, Maine 


“Am I sold on the Union Display Rack?” asks 
G. P. Pullen, Monson, Maine, hardware deal- 
er. “Here’s my answer: It’s been the means of 
increasing my garden tool business at least 
20%. By means of it I have introduced several 
new tools, such as the Warren Hoe, Turf 





Digs In Like a Cat’s Claw Edger, Speedy Cultivator, Brume Rake and 
Nature worked out, through the ages, the others which have been very good sellers, 
Seen dat -oe-caaceedes ee especially the Speedy Cultivator. The Rack is 
a. - Bee om on stone Phage FREE, but I would rather pay the cost of it than 
handling, it is unexcelled for creating a part with it now.” 


moisture-conserving mulch, which is so 
necessary with the coming of hot, dry 


weather. You can make the same extra sales that others 


When ordering, ask for are by use of the Union Rack. Write ... right 
Complete Tool No. 4SC. now for details of our special FREE proposition. 


THE UNION ForK & HOE COMPANY 


COLUMBUS, OHIO 
Manufacturers of a Complete Line of Forks, Rakes, Hoes and Special Purpose Tools 
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TWI N C IT] E Crop Outlook Is Good, but 
¢ Current Buying Is Generally Quiet 


(Minneapolis office of HARDWARE AGB) 

MINNEAPOLIS, MINN., June 17.—Conditions throughout the terri- 

tory served by the Twin Cities in the Northwest may be described 
as quiet at the present time. While crop prospects over the entire 
section of the country seem to be as good as they have been for sev- 
eral years, there is apparently a feeling of reluctance to buy general 
merchandise, which is retarding retail sales, and, of course, affecting 
the volume in wholesale markets. This may be due principally to 
the fact that in the Dakotas especially, the crops were far from good 
last year, and ready money is not so plentiful. Minnesota sales are 
holding up better than farther west. Another retarding factor is 
the present price of butter fat. 
’ However, there is a feeling of optimism prevalent over the Twin 
Cities territory, and the prospects for better business in the near 
future are very good. With nothing to injure present crop pros- 
pects in the next month or six weeks, general conditions should be 
very much improved. 

Collections are fair; in fact, are better than what had been ex- 
pected, according to some sources of information. 

Prices are holding firm, with few changes to be recorded. Steel 
sheets show a change in price and solder has declined slightly. 

Paints and decorating materials are moving well now, with the 
weather more settled which enables outside painting to progress 
more consistently. Building is gaining slowly, and road construc- 
tion work is well under way for season. 

With the beginning of the vacation season for schools, outing and 
supplies for summer homes are more in demand. Fishing equip- 
ment is selling very well. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. MINNEAPOLIS OR ST. PAUL: 





AXES. ft.; elbows, 3-in., $1.73; 4-in., $2.88 
Single bit, base weight, unhandled doz. net. 
axes, $15.06 to $16.5 double bit, FILES 
$2 0.00 to $21.50; muah’ bit, handled, a > 
$19.25; double ‘bit, handled, $24.25 , First quality files, 50 per cent, and 
doz., net. _* brands, 60-10 per cent from 
ist. 
Oe. and machi bolts, 60-10 CALVAPISED WARE. 
chine oits, - = 
per cent; stove bolts, 75-10 per cent, $270 ant ee tant ee he 
and lag screws, 60-10 per cent from pails, 16-qt., "$4.70; 18-qt., " $5.50; 
standard lists. ge tubs, Ray 1, i. .15; No. 2. 
-00; oO. 235; eavy, ©. i, 
BRADS. $13.20; No. 3, $14.40; No. ‘3, $15.60 
_~ bende, in 25-lb. box at 75 per doz. net. 
cent from lists. 
: GLASS AND PUTTY. 
BUILDING PAPER. Sineie ant Goutie age A erate 
Red rosin sized building paper, glass Minnesota prices per cen 
$2.52, and tarred felt, $3.00 cwt., net. Sag Mens yy Moning 4 gE ge in 50- 
wig 4 a a, 4 534, 8158 GRASS SHEARS. 
chain, coppere x ; ‘“Doo-Klip’’ grass shears, $10.80 
5/16 x 14, $2.11; % x $2.89; self doz.; ‘“Doo-Klip” long handle grass 
colored, x 14, $1.40; *S/16 x 15, $1.88; shears, $18.00 doz. net. 
% x Rs 54 each; ~~ a chain, 
M% the 78; % $16 % in., ICE CREAM FREEZERS. 
$26.13; Pg in. .» Sa8, 82. ‘per 100 ‘tt. Acme, 2-at., galvanized, 1Be.; 4-at., 
BUILDERS’ HARDWARE coeyd” ge My yell liaiamea 
Steel butts, 3% x 3%, old copper 
or dull brass finish, less than case LAWN GOODS. 
lots, 1644c. per pair; 4 x 4, old cop- Nelson’s Perfect Clinching hose 
per or dull brass finish, less than couplings, $2.25 per doz.; Perfect 
case lots, 22c. per pair. Heavy steel, Clinching hose menders, 90c. per doz. 
bevel inside sets, $8.00 per doz. sets. 
Steel, bit-keyed front door sets, $1.20 LAWN HOSE. 
per set; wrought brass, bit-keyed Competition, %-in., 3-ply, 5c. 
front door sets, $2.40 per set; wrought Good Luck, os » 6-ply, 9c.; Bull 
brass, cylinder front door sets, $4.75 Dog, 5-in., ply, 12%c.; Manhat- 
per set. All lock sets quoted in old tan Whipcord Molded, %-in., in 500- 
copper finish. ft. bales, black, 7c.; red, Tipe. 1 
coupled in 50-ft. lengths, black, 
EAVES TROUGH, CONDUCTOR $7.80; red, $7.80 per 100 ft., 
PIPE AND ELBOWS. yoo 
Eaves trough, 28-ga., 3-in., slip LAWN MOWERS. 
joint, 5-in., in crates, $5.25; 6-in., Philadelphia, ve 4. 15-in., $18.00; 
$6.40; conductor pipe, 3-in., in crates, 17-in., $20.25; 19-in., $22.50; 21-in., 
not nested, $5.10; 4-in., $7.15 per 100 $25. 00° each, net. 





MILK CANS. 
Railroad, wide neck, 8-gal., $2.50; 
10-gal., $2.70 each, net. 


NAILS. 
Standard wire nails and cement 
coated wire nails, $2.75 per 100-Ib. 
keg base. 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


PRUNERS. 
“Doo-Klip” pruners, $10.80 doz., 


REGISTERS. 
Cast iron or wrought steel] regis- 
ters, 40-10 per cent from lists. 


ROPE. 

Best grade manila rope, 22c. Ib.; 
second grade, c. 1b.; best grade 
sisal rope, 17%c. Ilb.; second grade, 
1644c. Ib. 


ROLLER SKATES. 
Union line, extension, web heel] and 
toe straps, plain steel rolls, 75c. per 


pair. 
Same for boys, with oe 
ball bearing wheels, $1. pr. Same 


for girls, with self - ‘contained ball 
bearing wheels, $1.45 

Chicago line, No. T8i, $2.65; No. 
183, $2. oe: No. 185, $2.75; No. 101, 
$1.35; Nos. 193 and 105, $1.40. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42% per cent; round 
head brass, 3744 per cent from lists. 


SCREEN DOORS AND WINDOWS. 
Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., $9.75 doz.; 
Wabash, extension, 24-in. $5.35 doz., 
net. 


SOLDER. 
Warranted half and half solder, 
22% ce: lb., and strictly half and half 
solder, 23%c. Ib., in 100-lb. boxes, net, 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga 
(base), $4.30; age steel sheets, re 
ga. (base), $3.7 0. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt., 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box#and roofing, 20 x 28, 8 Ib., 
coating, IC, $14.75 box, net. 


TIRES AND TUBES. 

Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield a at duty 
oversize, Liberty, 32 x 4, $7.9 

Mansfield heavy duty, 32 x 4, 510. 50. 
Mansfield double service, 29 x 4.50, 
$10.68. Mansfield double service, 33 
x 5.50, $21.74. 

Tubes, 30 . 31%4, Mansfield, $1.13. 
Tubes, 29 x 4.40. Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 

Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ‘ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
od net. 


WIRE. 

Galvanized barbed cattle wire, $2.77 
per 80-rod spool; special galvanized 
barbed ~ wire, $2.96 per 30-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.35 cwt., and No. 9, 
smooth, black wire, $2.90. 


WIRE CLOTH. 


Black painted, 12 x 12 mesh, ye oF 
aluminum finish, 12 x 12 mesh, $1.8 
per 100 sq. ft., net. 


Reading matter continued on page 68 
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JAKE WEBER 
Shaker Heights, 





R. E. BEGGS 
Greensburg, Pa. 





H. F. FARMER 
Huntington, W. Va. 











Zanesville, 








F. C. LeROY 


Oo. 


KENNETH McKEE 
Kittanning, Pa. 





FRANK MOUNT JEAN BESSIRE 
Warren, Pa. Akron, 


Well, Look Who's Here! 


“Yes, sir, that’s who it is, and kinda looks like 
him, too.” 


Not a bad idea, having a bunch of the boys’ pictures in 
the paper like that. Everybody likes to have his picture in 
the paper once in a while. 


Funny, | was just thinking about that Worthington man. 
Not a bad scout—seems to take a real interest in us—has 
a lot of helpful ideas, and sells a nice lot of merchandise. 


Naturally, wants to sell us goods—that’s his job—but never 
loads us up. That's the trouble with buying from these 
“factory” men—load you up so you'll get that extra five— 
and you've still got the stuff a year later. 


Seems to me, a good jobber’s salesman has got his cus- 
tomer’s interests pretty much at heart. Just plain logic, 
that’s all. We're his bread and butter and whatever he can 
do to keep us a 100 per cent going concern, you bet he’s 
going to do if. 


Yes, the jobber’s salesman is a mighty good friend to us 
retailers. Maybe we don’t always co-operate as much as we 
might. If we're going to stay in the game we've got to be 
able to buy goods as cheap as anybody else and sell them 
at a profit. 


That means our jobber friends have got to furnish us with 
the goods. And they've got to make a profit, too. They 
can’t do it, tho, unless we help them keep down the cost 
of distribution, | mean, if we’re buying at wholesale, we've 
got to buy enough to justify that price. 


Can't spread our jam out too thin. Then nobody gets enough, 
and nobody’s happy. That’s the trouble, if we buy from so 
many sources our account isn’t profitable to anybody. Better 
stick to a few—and the fewer the better. 


You know, Worthington’s is a pretty good house. They 
certainly have a wonderful line of merchandise, biggest as- 
sortment | think I’ve seen, and it’s in stock and their prices 
are right. | can’t see why tying up with them isn’t going 
to make 1930 a pretty good year after all. 


N.B. Next Group in the July 17th Issue 


The GEO. WORTHINGTON Co. 


1829 CLEVELAND 1930 





FRED MELLOT H. E. MOWERS 
Wheeling, W. Va. Hornell, N. Y. 













































LEE WEBER 
Cleveland, O. 


H. C. DOERSAM 
Saginaw, Mich. 


T. L. WATSON 
Mt. Clemens, Mich. 





WILL STAHR 
Marion, Ind. 













BEN ZURBRICK 
Youngstown, O. 
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Empire Ferris Wheel 


Metal Ware Corp., Two Riv- 
ers, Wis., offers Ferris Wheel- 


running parts and red duco fin- 
ished carriages, base and wheel. 
It measures 6 by 14 by 15 in. 
and weighs 4% lb. Standard 
packages of four weigh 21 Ib. 
Suggested retail price is $3.75. 
Toy engines for operation of 
this and other models are avail- 
able from the same company. 





This manufacturer also offers 
Empire miniature electric ranges, 
with oven for baking and shelf 
for cooking. They are equipped 
with rich colored panels, switches 
and three aluminum cooking 
utensils. There are six models 
with suggested retail prices 
ranging from $2.50 to $20, all of 
which will operate from any 
socket. 





American-National Velocipedes 


The American-National Co., Toledo, Ohio, offers the trade a 
new series of velocipedes, finished in rich blue with white head 
and striping. Velocipedes are made in 12, 16, 20 and 24 in. front 





wheels and are numbered 100, 101, 102 and 103, respectively. 
Equipment includes Jumbo hubs and hug caps, bicycle type truss 
fork, motor bike type handle bar with rubber grips and bicycle 
bell, 134 in. rubber tires and tangent spoke wheels. Price to deal- 
ers is $11.45 to $16.25, according to size. 





Rite-Hite Tees 


The General Timber & Lumber Co., 
7102 Woodland Ave., Cleveland, Ohio, 
offers Rite-Hite Tees, in regular 
height and southern long shank type, 
‘ intended for use in sand. A ridge 
_jprevents the pushing of tee too far, 





B37, equipped with nickel plated. 





' Handy Flacons 


The Handy Flacon is offered 
by the Owens-Illinois Glass Co.., 
Toledo, Ohio, in six and twelve 
ounce sizes. Suggested resale 
prices are: small, 15c. or two 
for 25c., and large, 25c. apiece. 
This attractive product is of 
modernistic design, and caps are 
cork-lined bakelite, which is 
leak-proof. Flacon may be 
used in the home or with trav- 
eling kit. Fifteen pieces are 
packed in each carton, which 
makes an attractive display 
piece. 


Gendron Airplane No. 999 


The Gendron Wheel Co., Toledo, Ohio, offers the new tri- 
motored airplane No. 999, equipped with pneumatic.tires and 


ball-bearing wire spoke wheels. 


It is finished in golden-rod yel- 





low, decorated in. red, blue and black, with storage compartment 
in fuselage, directly behind pilot’s seat. This model is available 
to dealers for $21.90. Retail price varies according to market 


location. 


The Pilloid Cab- 
inet Co. Swan- 
ton, Ohio, pro- 
duces the Air-O- 
Bian Flying Kite, 
which is offered 
to dealers at $2.00 
each. Suggested 
retail price is $3.00 
each. It can be 
manoeuvered simi- 
lar to the manner 


Air-O-Bian Flying Kite 





in which an aeroplane flies, and measures 42 inches in height 
and has a width and depth of 14 inches. Kite is manipulated by 
use of two cords. Two hundred yards of flying line is part of 


the equipment with each kite. 


Arrow Signal Devices 


Arrow Electric Division, The Arrow-Hart & Hegeman Elec- 











Vand indicates the distance which tee 
should be pressed into ground. Two 
dozen packages of 18 tees are packed 
in each display carton, and heavy cor- 
rugated cardboard cartons are avail- 
able where greater than gross orders 
are placed. 





tric Co., Hartford, Conn., offers 
signal devices No. 7711 and 7728 
combining bull’s eye, flush re- 
ceptacle, listed at $3 each. Avail- 
able with brass plate or molded 
Arrotex, with ribbed surface and 
art border. 


Reading matter continued on page 70 
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To Help You Sell 












A BOOK OF 
HAMMERS ~ 
: see ae 











‘) THE PECK, STOW & WILCOX CO. 
CLEYRLAND, O10, U.S.A. 














Let Pexto help you sell Hammers! 

We have a fine display board with a 
hammer attached, designed for window 
or counter. It makes a very compelling 
display feature. Furnished free with an 
assortment of half a dozen Pexto Nail 
Hammers. We also have an attractive 
booklet, ‘““A Book of Hammers,” showing 
the full line we can furnish. A good piece 
of sales literature! 


practical design and size. 


them. 


grip that cannot be denied. 


ready for instant shipment. 


when it comes to 
Hammers 


Concentrate on Pexto, a line of hammers in every 
A fast selling line of 
hammers, because of the extra quality crammed into 


Pexto Hammers have drop forged heads of Special 
Analysis Steel. Faces hardened and claws tempered. 
Claws have extra wide flare and knife-like edges 
that grip any size nail from a brad to a spike with a 
Every handle is turned 
from high grade white hickory. 


And Pexto Hammers are typical of every Pexto tool—a 
long line, a complete one, and priced to please each type of 
customer from the skilled mechanic to the home owner. 
Better still, your jobber always has Pexto tools in stock 
Send for catalogue 26T if 
you haven’t a copy on your desk now. 











Pruning Shears 


THE PECK, STOW & WILCOX CO. 


Fender and Body 


Hammers ; 
Pliers Southington, Conn., 
— U.S.A. 


IT PAYS TO CONCENTRATE—ON PEXTO 
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Van Dorn 
Portable 
Saws 


The Van Dorn 
Electric Tool Co, 
Cleveland, Ohio, has 
added three sizes of portable saws, 6 in., 8 in. and 10 in., to its 
line. Saws operate on A.C. or D.C., equipped with Universal 
motors, chrome nickel gears and shafts, full ball bearing, tele- 
scopic guard, combination rip and crosscut saw blade, adjustable 
saw fence, three conductor cable, with attachment plug, ground- 
ing wire and combination packing and carrying case, with handle. 
Saws are furnished for 110, 220 or ,250 volts, also 32 volts on 
6 in. saw. Six inch model lists at $100, weight 18%4 Ib. Eight 
inch type lists at $142, weight 26 Ib., and 10 in. saw weighs 3334 
Ib. and lists at $175. Will cut slate, marble, asbestore, tile, tran- 
site and porcelain with use of an abrasive disk. 


Eagle 
Mopping Truck 


The Eagle Wooden- 
ware Mfg. Co., Hamil- 
ton, Ohio, offers the 
Eagle mopping truck, on 
casters, with solid plat- 
form for any style tank 
including square tank up 
to 20 gal. capacity. It is 
constructed from high 
grade machine steel and is 
equipped with Eagle three 
roller mop wringing at- 
tachment. Suggested re- 
tail price ranges from $8 
to $10 each, depending 
upon the distance from 
the factory. Price to 
dealers is $55.25 a dozen. 


Stanley Pul-Tite Line Clamp 


The Stanley Works, New Britain, Conn., has 
recently acquired the Universal Line Tightener 
from the John Draher Mfg. Co., Waterbury, 
Conn., and has renamed it the Pul-Tite Clamp. 
It is solid brass and is designed for taking 
in any rope or wire from % to % in. in diam- 
eter, on nets, hitch lines, tent lines and radio 
aerials. Tightening unit is made up of 3 ball 
bearings, which act against a spring, and no 
amount of strain will loosen its hold. Sug- 
gested resale price is 50c. each, and price to 
dealer is $4 a dozen. 


Pharis Tire Testing Machine 


The Pharis Tire & Rubber Co., Newark, Ohio, which has a 
capacity of 6500 tires and an equal number of molded tubes 
daily, has recently installed a modern testing machine for tire 
tests. It will test tires up to 34 x 7 truck type and will run two 
tires at a time, at a maximum load per tire of 3000 Ib. at a 
speed of 30 miles per hour. Action of the cleats placed at vari- 
ous angles on the testing wheel gives an effect about four times 
as severe as actual road service. 

This equipment, added to the regular test car operations, pro- 
vides a very accurate picture of tire performance at all times. 
It is a scientific method of determining and maintaining the qual- 


ity of Pharis tires. The machine is an exact duplicate of the 
one used by the United States Bureau of Standards. 


ee 





Northland Combination Stand 


Twin City Iron & Wire Co., 21 W. Water St., St. Paul, Minn., 
is offering the Northland combination tree 
stand, which comes ready = 
assembled, with heavy iron ~~ 
legs, rigidly braced. Gold ee ‘ 
bronze lacquered water has 
capacity of one quart, 
which will keep tree fresh 
for a long time. It may 
be used as flower stand, 
with water bowl serving as 
a drip-pan, or as a fern 
stand, and is self-adjusting 
for trees 1 to 2% in. in diameter. Packed in 
cartons of 6, weighing 18 Ib. Suggested re- 
tail price $1 each; dealer’s price, $7.50 per doz 


Polar Cub 
Beater 


The A. C. Gil- 
bert Co., New Ha- 
ven, Conn., offers 
the Polar Cub 
Beater, for mixing, 
beating and whip- 
ping, equipped with 
powerful motor 
suspended on rod, 
so curved as to al- 
low use of a large 
mixing bowl. The 
blades are easily 
detached for wash- 
ing. “It is offered 
in green and gray 

enamel finishes, measures 12 by 8% in., weighs 7% lb. and is 
packed in cartons of 6, carton weight 45 Ib. Suggested retail 
price is $11.95 and price to dealer is $8.25 each, or $8 each for 
carton lots. Motor controlled by toggle switch and operated on 
110 volts, A.C. or D.C. 


Scott Gas Syphon 


Scott Pump Co., 645 Atlantic Ave., Rochester, N. Y., is pro- 

ducing a syphon, particularly meant for use with automobiles, 

but may be used with other 

liquids. It is started in opera- 

tion by placing mouthpiece be- 

low center of supply and blow- 

ing through it once. Tubing is 

of special grade white rubber, 

so that it may be used in han- 

dling gasoline and other solu- 

tions without effect on tubing. 

No nasty taste is obtained by 

use of this device. Suggested retail price is $1.00. Price to 
dealers is $7.20 per dozen in lots of three dozen. 


Reading matter continued on page 72 
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N eed Milore Screen 


right away? 


S your stock of bronze or copper screen cloth getting 
low? There’s an easy way to get quick delivery on pick- 
ups. Send your order to the nearest of our eighteen *ware- 
houses and you can have the cloth on your counter within 
48 hours. 

Dealers all over the country are using these warehouses 
for their emergency requirements. It means a lot to be 
able to get replenishing shipments of Bronze or Copper 
Screen Cloth over night. 

Let us help you hold all the profitable screen cloth 
business that comes in your doors—if you are out of a 
size that a customer insists upon having, tell him (or her) 
that you'll get it out of our stock in two days or less. 

These same convenient Chase warehouses also carry 
ample stocks of Chase Copper Tacks and Chase Brass 
Escutcheon Pins. You ought to be selling a pound of cop- 
per tacks with every roll of Copper or Bronze Screen 
Cloth, and screen mouldings should be tacked on with 
Chase Brass Escutcheon Pins. 


CHASE BRONZE SCREEN CLOTH 


A PRODUCT OF CHASE BRASS & COPPER CO.— Incorporated —Waterbury, Conn. 


*WAREHOUSES—New York ... Boston .. . Buffalo... Newark .. . Philadelphia .. . Baltimore CHASE 
Cincinnati .. . Cleveland . . . Detroit . . . Chicago . . . Milwaukee . . . Minneapolis . . . St. Louis 

New Orleans... Los Angeles...San Francisco ... Oakland .. . Seattle. . . (Also Sales Offices in Pittsburgh The mark that identifies good 
and Dallas.) Canadian Rep.:W. E. Booth Co., Ltd., Toronto, Ontario. Mills and Home Office, Waterbury, Conn. brass and copper products. 
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Winchester 
Displays for 
Dealers 


The Winchester 
Headlight, which fast- 
ens around user’s head 
and is operated by 
battery carried in 
pockets or on the belt, 
is shown in this at- 
tractive two color dis- 
play. It is offered free 
to dealers carrying 
this product of Win- 
chester Repeating 
Arms Co., New Hav- 
en, Conn. Display 
measures 144% by 20 
inches. Two color 
leaflet describing 
headlight and a four- 
color booklet showing 
the entire line of Winchester Flashlights are also available. 

This company also offers a similar display in four colors, for 
roller skates. Display is 19 by 25 inches and has a shelf for 
showing one skate in normal position and another one turned 
upside down, showing construction details. Free to dealers stock- 
ing Winchester roller skates. 





Sylvania Lamp Display 


Sylvania Products Co., Emporium, Pa., produces this unique 
display for dealers carrying the incandescent lamps manufac- 
tured by this company. A turret with moving color screen 
rotates by action of the heat of 
a single lamp, sending a flood of 
changing hues through the entire 
top tray and lamps displayed. Dis- 
play is 45 in. high and 24 in. 
square, with top section of eight 
removable compartments, enabling 
its use on counter, in a window, 
or as the central unit of a display. 
The lower part has ample storage 
space for a full supply of Sylvania 
lamps in their green and black 
cartons. Complete display, includ- 
ing price cards and holders, out- 
Jet and outlet cord, lists at $10, 
and upper part complete, only, lists 
at $8. An attractive illustrated 
booklet has been issued describing this and other dealer helps 
for the line of lamps produced by the Sylvania organization, 
and giving methods of selling them. 








Whiting-Adams Brush Displays 


oT oe Whiting-Adams Co., Boston, 

. Mass., offers new counter dis- 
play cartons for paint, varnish 
and enamel brushes in both the 
Whiting and Adams lines. Each 
of the three types of brushes 
are available in several sizes, 
and each has its identifying 
display carton. On the carton 
is illustrated the type of brush 
and its use. This plan is in- 
tended to help the customer in 
the selection of his own brush, 
with little or no need of the 
salesman’s help, thus being a 
time-saving factor. 








flasher off, just the clock, price, 
name, slogan, and heading ap- 
pear. When flasher goes on, 
a power house, all lighted, 
appears in the gray background, 
together with an electric power 
line and pole. These features 
are shown in the illustrations. 
Available to dealers for $2.50, 
a fraction of the actual cost. 


Telechron Clock Display 


Warren Telechron Co., Ash- 
land, Mass., offers dealers of 
Telechron electric clocks, an 
unusual Flasherad type display, 
for use in window or on coun- 
ter, printed in colors. It meas- 
ures 1334 by 20% in. and is 
printed with a gray background 
of modern style. With the 
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Lufkin Extension 
Rule Display 


The Lufkin Rule Co., 
Saginaw, Mich., is now 
putting boxwood exten- 
sion rule No. X-8536 out 
in this new display box, 
containing a half dozen 


J rules of 6 ft. length. 
With cover removed, 
this box has a_ panel 


showing inside measuring feature of rule and 6 in. inside rule 
of brass in one end section. Display is lithographed in five colors. 
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Numetal 
Weather Strip s 
Display 

Macklanburg- Duncan  Co., 
Oklahoma City, Okla., offers 


this new type combination and 
display case, measuring 6 by 15 
in. and standing 48 in. in height. 
It is lithographed in five colors, 
and contains convenient com- 
partments for the various styles 
and lengths of Numetal strips. 
Back of case is divided into 
compartments for additional 
stock, in cartons and acces- 
sories, such as nails, screws, 
lock keeper strips and sash 
plugs. 
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A Depth Gauge 
that meechanies © 
will welcome 







Here’s a new Brown & Sharpe Tool 
which will make a profitable addi- 
tion to your tool stock. Drill Point 


Gauge and Depth Gauge No. 617 is 
compact and accurate. It will han- 








dle two important classes of work 
which skilled mechanics are con- 
stantly called upon to do. 


This handy tool checks the angles 
of drill points when grinding them 
and determines whether the point is 
central. It can then be used as a depth gauge for checking the 
depth of the holes drilled. Can be used in holes as small as 
3/32” in diameter. Furnished with 6” rule and 6” rod for 
use in small holes. 


An accurate tool—maintaining the established Brown & Sharpe 
reputation for quality and reliability. It is a particularly useful 
tool for skilled mechanics and one for which you will find a 
ready sale. Descriptive circular will be sent upon request. 


Brown & Sharpe Mfg. Co., Providence, R. I. 


[BS 


Brown & Sharpe Tools 


°WVORLD’S STANDARD OF ACCURACY” 
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When you hand a 
eustomer a Maydole 
there are no argu- 
ments to answer and 
there will be no com- 
plaint, he knows it 
is the best hammer 


that money ean buy. 


You'll sell more hammers if you 
display and recommend Maydoles. 
Your jobber can supply you with 
standard assortments or the styles 
and weights you need. 
Write for free supply of Pocket 
Handbooks 23 


Maydole 
Hammers 


The David Maydole Hammer Co. Norwich NY 


35465 




















ly and at lower cost, what is done 
by hand, and (2) by restricting em- 
ployment to those who are in the 
“prime of life’—from twenty to 
forty. In both cases, the result is 
the same—to increase the number 
of men and women for whom there 
are no jobs. The likelihood that this 
tendency will change is small in- 
deed. 


Grefter Output Due to Machines 


Machine Displacement. Floyd 


‘|'Pa¥sons,.in a recent issue of Adver- 


tising & Selling, made the statement 
that in the last fifteen years the in- 
dustrial output of the United States 
has increased 75 per cent while the 
number of workers has increased 
only 20 per cent. Stuart Chase, in 
Men and Machines, is more specific. 
He says: “The number of produc- 
tive workers declined, according to 
the Department of Commerce, from 
25,055,000 in 1919 to 23,380,000 in 
1925. The decline in 1929 registers 
over 2,000,000 and all recent counts 
of factory workers show a greater 
output with not only relatively, but 
absolutely, fewer men.” But neither 
Parsons nor Chase nor anyone else 
can tell us very much about how the 
men and women who have been dis- 
placed by the machine or denied em- 
ployment because of their gray hair 
have managed to keep going. Dr. 
Julius Klein of the Department of 
Commerce believes that a consider- 
able percentage of them has been ab- 
sorbed in “servicing occupations” — 
filling stations, motion pictures, au- 
tomobile repair shops, taxicabs, 
beauty parlors, roadside eating 
stands, life insurance, canvassing, 
radio installation, etc. Undoubtedly, 
a vast army of men and women has 
found employment in these and sim- 
ilar occupations. The lamentable 
fact remains that a great many more 
have not. 


With Fewer Men Railroads Haul 
More Tonnage 


In spite of the fact that the rail- 
roads are carrying an ever-greater 
tonnage, they employed in 1928 
150,000 fewer men than in 1923. 
Slowly but surely, the automatic tel- 
ephone system is coming into gen- 
eral use. Much of the work which 





Is Large. Scale Unemployment Here to Stay? 
(Continued from page 31) 


was once done by intelligent though 
not always highly paid accountants 
is performed by machines. Mechan- 
ical salesmen are no longer a novel- 
ty. Who will hazard even a guess 
as to the number of musicians who 
have lost their jobs since the “talk- 
ies” arrived? Stuart Chase sums up 
the situation in these words: “In- 
vention is eliminating labor at an 
unprecedented rate and it is the man 
over forty who is being hit the hard- 
est.” 

The Man Over Forty. Not one 
employer in ten—perhaps not one 
in a hundred—will admit that in 
giving employment he discriminates 
against the man of forty or over. 
Just the same, he does—not always, 
of course, but often enough to jus- 
tify the belief that if there isn’t an 
age limit, there might as well be one. 
The employer’s attitude is entirely 
logical. Why should he hire a man 
of fifty when for the same wage he 
can engage that man’s 24-year-old 
son, whose productive capacity is 
perhaps 20 per cent greater? 

Note, too, that group insurance 
and compensation laws—admirable 
in many ways—actually stand in the 
way of the man of forty or over 
who seeks employment. So do the 
pension systems which many indus- 
trial enterprises have adopted. 


A Nation of Elders in 
the Making 


Increased Expectation of Life. 
The April issue of the American 
Mercury contains an article which 
thoughtful men should read. Its title 
is “A Nation of Elders in the Mak- 
ing.” By arguments which appear 
incontrovertible, it shows that in a 
relatively few years, 26 per cent of 
our population will be 50 years of 
age or more. The proportion of such 
people at the present time is 16 per 
cent. As recently as 1860 it was 9 
per cent. The change is being 
brought about by a continued de- 
cline in the birthrate plus increased 
longevity. 

What does this mean? Well, as 
nearly as I can figure it out, it 
means that, less than two genera- 
tions hence, about a quarter of the 
population of the United States will 
not be self-supporting. 
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Vacation Time Sells a Paint Line 
(Continued from page 37) 


making vacation plans, his custom- 
ers will be particularly interested 
in tennis rackets, golf sticks, fish- 
ing equipment, and automobile ac- 
cessories. What should he know 
about refinishing these in addition 
to being able to explain their spe- 
cific uses? 

In the case of tennis rackets, sug- 
gestions to refinish old ones in a 
new and distinctive manner stimu- 
lates the interest of tennis players, 
especially boys and girls of high 
school age. An old tennis racket 
decorated as a sample will be a good 
selling point. Its bright originality 
will contrast with the shabbiness of 
some youngster’s racket, and a paint 
sale is made. One racket that was 
the envy of every youth in the 
neighborhood was lacquered a 
bright blue. Reinforcing cords at 
shoulders and on handle were 
decorated red, white and light blue. 
The colored part of the handle was 
bright blue, the throat gray, and 
the end of the handle gold. The 
owner’s initial was stenciled on the 
throat in gold, lined in black. 

Another means of tennis decora- 
tion that will appeal to the head of 
the family is painting the handles 
of each child’s tennis racket in a 
different color. The hardware deal- 
er can point out that this makes 
identification easy and settles many 
a dispute peacefully as to “whose 
racket is whose.” 

No less a person than Bobby 
Cruickshank gives a hardware 
dealer pointers to pass on to his 
customers. This golf champion rec- 
ommends a good oiling and a coat 
of shellac periodically for the shafts 
and wooden heads of golf clubs. 
Many more golf balls are lost than 
is necessary because they become 
grayed and scarred and are difficult 
to see. Painting them with a hard 
white enamel will 


simplest way of accomplishing this 
is to pour a little golf ball enamel on 
the palm of the hand and roll the 
golf ball between the hands until it is 
well coated. Then remove the paint 
from the hands with turpentine 
after setting the balls aside to dry. 

Fishing equipment is handled by 
most hardware dealers, and paint 
suggestions often go hand in hand 
with a sale of tackle, flies or an 
additional rod. Wicker fish baskets, 
even when they are new, should 
be given a coat of spar varnish, out- 
side for protection and inside for 
easy cleaning. Such information 
can be sandwiched in with advice 
not to let the line dry on the reel 
and to store rods in a medium cool 
place, so that heat will not cause 
shrinkage or loosen the rod mount- 
ings. 

Other vacation addenda include 
motoring accessories as well as 
automobile paint. Brightening up 
the old bus for the summer holi- 
days with original color combina- 
tions, the object is a favorite ac- 
tivity of college youths. Even 
pater familias may be induced to 
give the ancient car a new coat of 
sedate paint if the road is smoothed 
with practical directions by the 
hardware dealer. Motor accessories, 
such as luncheon kits, thermos bot- 
tles, camp stools and tables, beach 
umbrellas and motor trunks that 
have seen a previous season of hard 
wear can be freshened and pro- 
tected with paint and varnish. 

There are lots of Mr. Parkers 
who are wondering how to paint up 
for vacation time. Vacation win- 
dow displays of beach and moun- 
tain outfits, sporting goods and 
automobile accessories, with prac- 
tical paint tips, will often suggest 
paint-up plans to the passerby who 
passes into the store 
instead of on down 





make them always 





easy to locate. The 





the street. 


Just imagine the differ- 
ence in number of tack 
sales and profit per sale 
when your tacks stand 
on a counter or table in 
this attractive, colorful 
display box. And Baka- 
tax are rust resisting, san- 
itary, attractively blued, 
Your request, with job- 
ber’s name, will bring 
samples of Bakatax. 

Geo. Baker & Sons, Inc., 

Brockton, Mass. 


send for 
FREE 
SAMPLE 
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your advertisement to 
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WOOD SCREWS 
STOVE BOLTS 


UALITY as a 
constant aim as- 
sures you of Eagle 
Excellence in Wood 
Screws as well as in the 


Stove Bolt line. 


Clean cut character of 
product in every detail 
—of the goods them- 


selves and of the pack- 
aging. 





Your correspondence E 
is solicited. 








The Eagle Quality Line 
Night Latches Front Door Sets 
Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 

Wood Screws 











EAGLE JOCK CO, 


yene ce 
26 Warren Street-- New York, 


Bronch Offices: sf 
521Commerce St. 177-179 NFronklinS. 114 Bedford St 
Philodetphia, Pa. Chicogo, lil. Boston, Mase 

Works et Terryville, Conn. 
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A New Plan For Selling Quick 
Drying Finishes 
(Continued from page 39) 


read: “Before” and “After.” Smaller cards stated: 
“So simple a child can do it.” Cigar boxes were trans- 
formed into handkerchief boxes in the process. Flower 
pots, vases, jars, round and square paper boxes, and 
bottles were other objects which were refinished and 
used in the display. The word “Kuhnize” as used in 
the display is merely a tie-up with a certain brand of 
paint. The plan may be used with all brands of paint. 
As a substitute ‘“Marbleize” could be used to describe 
the finish. The Hall Hardware Company has several 
hundred instruction sheets printed to give away with 
each assortment. It also had a pail of water handy to 
actually give a demonstration in case anyone wanted to 
see how it was done, and many did. Do not use a flat 
paint for the ground coat, but use a semi-gloss paint 
or the ivory or cream quick drying enamel. Any color 
first coat can be used, but cream or ivory are best for 
all purposes. 

The display shown, outside of the center sign and 
showcards, cost practically nothing except a little effort. 
The background was a drug store display, which had 
been discarded by a drug store and picked up by an 
energetic young salesman, who has charge of Hall’s 
paint department. The background was adapted to a 
new use through painting it with four hour drying 
enamel. A small portion of it was painted in a con- 
trasting color. The oval piece in the center was painted 
light blue and the steps in front of it a delph blue. The 
keystone was painted yellow, while the lettering on it 
was done in red and black. The display was very strik- 
ing as it presented a pleasing, colorful and harmonious 
whole. But the best part of it was, that it actually 
created a demand which resulted in a substantial increase 
in sales. 


4 


The “Country” Store Comes Back 
(Continued from page 43) 


tools, in passing. Good tools are still sold but the 
demand is falling off. 

Although this kind of distribution provides a wider 
range of outlets than would result if distribution were 
confined more or less to regular related channels I 
wonder if much of the competition we hear so much 
about does not come from this system of merchandising. 


What Cost Volume? 


Does it or does it not have a tendency to shorten lines ? 
Do the few prominent items displayed and made the 
big sellers of a manufacturer’s line tend to invite the 
competition of other makers to those items? Does the 
endeavor to obtain volume cut the profits until they are 
fast disappearing or are the costs of selling and dis- 
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tributing these volume items assessed against the less 
known and more profitable ones? 

When safety razors advertised as dollar razors are 
given away free with a 30 cent tube of soap something 
is wrong either with the cost or the selling price of the 
razor or the soap. For instance, how can a dealer 
justify the sale of an advertised five-dollar razor when 
a customer walks out of his store and finds practically 
the same razor on sale in a cigar store for 70 cents? 

However, I don’t think these changes have hurt the 
hardware men. At least they haven’t hurt the hardware 
men who are on the job. 

Hardware associations are educating their members 
to the changes taking place in distribution and giving 
advice as to proved methods of selling and display. 
They are also teaching dealers how to finance and 
budget their business to make them better merchants. 


Individual Strength in Trade 


Hardware men as a class have always been regarded 
as good business men and as conditions change they 
no doubt will be found seeking new merchandise which 
will mean business continuation for them. One strength 
of the retail hardware business is that each establish- 
ment is largely dominated by a personality in merchan- 
dise that is largely controlled by location. 

This type of merchandising does not as a line lend 
itself readily to chain-store management. 

Hardware is sold largely on confidence and quality. 
So long as the hardware men chart their business course 
on these two factors combined with intelligent ser- 
vice there will be plenty of room for the hardware store. 

Retailers should know that they are doing more than 
exchanging merchandise for money. On the retailer’s 
sales depends the employment of workers manufacturing 
the merchandise, of workers for transportation lines and 
so on, back to the men who produce the raw material. 

Any merchandise scheme that does not accept the 
retailer as one of the important factors of its move- 
ment is bound to be handicapped, because, in most cases 
the retailer is the deciding factor in the sale to the 
consumer and the only representative of the maker the 
consumer knows in the transaction. Does the retailer 
measure up to this responsibility? What cooperation 
should he expect from the makers to invite successful 
sales of their products? 

It is my opinion that manufacturers have not given 
the retailer the careful thought and study to which he 
is entitled. 

Business development has changed but the big volume 
of business in this country today is between the retailer 
and his customer, the consumer. 


To succeed in the future, you must break with the past. 





Establish the worth of an article in the customer’s 
mind before talking price. A sense of value makes 
buying easy. 














STANDARD 
For 75 Years 


TILLEY 


LADDERS 


are not ordinary 
ladders. They are 
unusually well de- 
signed to place the 
strength where the 
stresses and 
strains come and 
for easy handling. 





They are well built 
and tightly fitted 
to give rigidity 
and durability. A 
complete line for 
all purposes. 


Extension Ladders 
Straight Ladders 
Step Ladders 
Orchard Ladders 


Window Cleaner’s 
Ladders 
Trestles 

Extension Trestles 

Extension Planks 

Toothpick Stages 

Swing Stage 
Platforms 
Scaffolding 

Interior 

Scaffolding 

Adjustable Jacks 

Etc. 














SAFE STURDY RELIABLE 


(Write for illustrated catalogue and prices) 


THE JOHN S. TILLEY LADDER CO. 


Watervliet, New York 


| 
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Everywhere 


—from New York to 
Los Angeles—from Lake 
Superior to New Orleans 
—big buildings and 
small buildings—are be- 
ing equipped with Law- 
son - Milwaukee Spring 
Hinges. Among many 
others, the Medical Arts 
Building, Dallas, Texas, 
has been fitted with this 
hardware of established 


popularity. 





It’s good business to carry 
only one line of spring hinges. You'll find the 
Lawson-Milwaukee line most advantageous. It’s 
COMPLETE—and recognized everywhere as 
setting high standards in material, workmanship 
and finish, A COMPACT line—thar satisfies 
all your requirements. Write for the catalog 
that gives all the information you want. 


MILWAUKEE STAMPING CO. 
Milwaukee, Wis. 


SALES ROOMS AND WAREHOUSES: 


Milwaukee Stamping Co., 416 Broadway, New York, N. Y. 
Milwaukee Stamping Co., 230 W. Superior St., Chicago, III. 

Cc. E. Harris, 120 Pearl St., Boston, Mass. 

Arthur R. Bodmer, 323 Kelso St., Harrisburg, Pa. 

F. J. Allen, 202 Balter Bidg., New Orleans, La. 

J. H. North, 1002 Woodlawn Ave., Dallas, Texas. 

R. F. Bevers, 521 30th Ave., Seattle, Wash. 

F. W. Jonas, 320 E. 3rd St., Los Angeles, Calif. 

T. Mortimer & Co., 64 Wellington St., West, Toronto, Ont., Can. 
Chas. T. Walker, Ltd., 507 Coristine Bidg., Montreai, Que., Can. 


Keep Your Stock COMPACT 


Buy the COMPLETE Line of — 


Lawson-Milwaukee 


Spring Hinges 


















Coming Hardware 
Conventions 


| AMERICAN HARDWARE MANUFACTURERS ASSOCIA- 
| TION CONVENTION, Marlborough-Blenheim Hotel, At- 
| lantic City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. 
| Rockwell, secretary-treasurer, 34Z Madison Ave., New 
York City. 


|  Ittinoris Rerart HarpWARE ASSOCIATION CONVEN- 

TION AND Exuisirion, Hotel Sherman, Chicago, Feb. 
10, 11, 12, 1931. Paul M. Mulliken, Managing Direc- 
tor, 14-16 North Spring St., Elgin. R. Y. Wallace, 
Director of Exhibits, Elgin. 





| Minnesota RetaiL Harpware AssociaTION Con- 
| VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Casey, manager-treas- 
urer, 2344 Nicollet Ave., Minneapolis. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, 
| Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 


NaticNaL RetarL Harpware AssociaTION Con- 
GREss, St. Louis, Mo., June 23-28, 1930. Herbert P. 
Sheets, managing director, 130 E. Washington St., 
Indianapolis, Ind. Hotel Headquarters, Coronado Hotel. 


New ENGLAND RetarL HARDWARE DEALERS Asso- 
CIATION CONVENTION AND EXxuisiITIon, Boston, Feb. 
18, 19, 20, 1931. Convention at Paul Revere Hall, Ex- 
hibition at Mechanics Building. George A. Fiel, secre- 
tary, 80 Federal St., Boston, Mass. 


New York State RETAIL HARDWARE ASSOCIATION 
CONVENTION AND Exposition, Rochester, Feb. 17, 18, 
19, 20, 1930. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park. John B. Foley sec- 
retary, 510 Hills Buildings Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 


NortH Dakota RetaAiL HARDWARE ASSOCIATION 
| ConveENTION, Feb. 10, 11, 12, 1931. Place of meeting 
| to be decided later. (CC. N. Barnes, secretary, Grand 

Forks. 


| PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssocraTION, INnc., CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. \V. Glenn Pearce, secretary-treasurer, 610 Wes- 
ley Building, Philadelphia. 


SoutH Dakota Retait HARDWARE ASSOCIATION 
ConveNTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., Min- 
neapolis, Minn. 
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Demand 
Based on 


Hic# PRESSURE selling, 
plays no part in the 
steady demand for MORSE 
Tools—nor is there any rea- 
son why it should. The only 
lasting, basis for the popu- 
larity of any small tool is 
the quality and quantity of 
work it is capable of doing. 


We are merely re-asserting 
what is common knowledge 
to many of your customers 
when we say that MORSE 
Tools are unequalled for 
fast, economical production. 


The Morse Line Includes 
High Speed and Carbon 


DRILLS CHUCKS 
REAMERS COUNTERBORES 
CUTTERS MANDRELS 
TAPS AND DIES TAPER PINS 
SCREW PLATES SOCKETS 
ARBORS SLEEVES 


MOR SE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 
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No. BB 220 


GRIFFIN 


- Ball Bearing >~ 


BUTT HINGE 


Combines all the essential require- 
ments of a practical Ball Bear- 
ing Hinge. Designed to provide 
lasting service, wear and 
strength to match the beauty and 
harmony of the modern building. 


FURNISHED IN ALL LEAD- 
ING HARDWARE FINISHES 


RIFFIN 


anufacturing (bmpany 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 76 BATTERYMARCH 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 Market Sr. 
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Sell Them 
by the set 
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Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are no: dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard kno:ty, cross grained wood, 


* Jeaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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Made 
LEAK- 
Proof 





New Spring 
Oiler Pat. Improved 


Bottom 


The constant “working” of the brass spring-bottom 
on ordinary oilers loosens the soldered bottom and 
leakage results. 


In the new improved Hammer and Company 
Malleable Iron Oilers we form a seating groove 
in the body and force the down turned flange of 
the brass bottom into this groove. This gives it a 
wide bearing, which, when soldered, holds securely 
in spite of constant pressure and never leaks. 


They are unbreakable and undentable. 


The old style oilers 
have a steel spring 
in the bottom, but 
not the latest im- 
provements of the 


new type. 
Send for Prices 
MALLEABLE IRON 


FITTINGS CO. ate 
Branford, Conn. i 





Patent Spring 
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The Passing of Jack Harding 


(Continued from page 41) 


“The old man wants to see you,” Jack informed his 
fellow salesman a moment later. “I think he’s going to 
raise your salary for outside work,” he added sarcastic- 
ally. Jim went quietly into the office, and Mosby greeted 
him with a cheery smile. “Well Jim,” he queried “how 
did you come out with Milligan?” “I’ve got that build- 
ers’ hardware contract, Mr. Mosby,” said Jim, modestly. 
“It'll run about $600. Then I stopped in at Garfields 
and closed the deal for that washing machine. I turned 
the check over to Miss Gamble as I came in.” 

“Good work, my boy,” said Jed. “Sit down a minute, 
I want to have a talk with you.” 

It was nearly 5 o’clock when Jim came out of the office. 
There was a serious look on his face as he walked back 
to the little closet where his hat was hanging. Jack 
stopped him midway. “Well,” he said airily, “there’s 
no use looking so glum about it. You had it coming 
to you.” Jim’s face lighted up with a smile. “It’s nice 
of you to say so Jack,” he said; “but Gee, I didn’t 
realize that the old man was keeping such close tabs 
on my work. He’s raised my salary $25 and says I’m 
to be in charge of the sales floor.” Oh, yes, and he 
told me not to wait until the store closes, but to go 
tell that girl of mine the news. You know Clara and 
I are engaged.” 

Jack slumped back against the counter. For once he 
was speechless. He watched Jim’s eager stride as he 
walked out from the room, then his eyes dropped and 
his shoulders sagged. A feeling of apprehension crept 
over him. He was dazed—stunned. He was still stand- 
ing as if in a trance when Mosby left his office and ap- 
proached him. He didn’t even realize his employer’s 
presence until a curiously cold voice startled him back to 
earth. 

“Jack,” said the old man, tersely, “We won’t need you 
here after today. Miss Gamble has your check ready 
for you. You can leave your key with her.” 

Jack Harding, ex-hardware salesman stumbled back 
to the office for his check, reached for his hat and 
started with unseeing eyes toward the street. Outside 
the sun was shining fiercely, but to him all was cold 
and dark and gray. Unconsciously he buttoned his coat 
as he passed through the open door. 


There is no such thing as business by divine right. 





Romance in business exists only for those who regard 
business as opportunity. 





A man may meet price and yet fail; to succeed, he 
must meet competition. 





Many a man has bought an automobile who would 
not be considered a good credit risk for a gallon of gas. 





You can standardize almost anything but human life. 
Man refuses to be standardized. 
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Radio Manufacturers Oppose Tax on 
Owners of Receiving Sets 


(Continued from page 52) 


At the board of directors meeting held June 2, reports 
on radio litigation were presented with H. B. Richmond, 
president of the organization conducting the meeting. 
It was decided to cooperate with broadcasting interests 
in attempts to prevent extension of licensing rights 
beyond broadcast stations and to challenge the right of 
the South Carolina legislature to tax owners of receiv- 
ing sets. An open meeting of the National Federation 
of Radio Associations and Radio Wholesalers Associa- 
tion was held and in the afternoon the RMA service 
section, engineering division and credit and traffic com- 
mittees held their meetings. 

On Tuesday the RMA cabinet section met under N. P. 
Bloom, chairman. The Institute of Radio Engineers 
held an open meeting, presided over by Dr. Lee De 
Forest, president, after which a luncheon of officers and 
directors was held, with the meeting continuing in the 
afternoon. Directors of the Radio Wholesalers Asso- 
ciation had a breakfast meeting. An open meeting was 
held later with reports and discussions, under the direc- 
tion of Harry Alter, president of the body. 

Wednesday morning H. B. Richmond, president, 
RMA, presided over the closed meeting of that body. In 
his address he spoke on interchange of patents among 
radio manufacturers and advocated such action as the only 
means for ending the constant patent litigation under 
which radio manufacturers are handicapped. A central 
body to accomplish this end was suggested and he stated 
that a patent information department under full time 
supervision of a competent authority would be beneficial, 
to the organization. 

Major General Charles McK. Saltzman, chairman, 
Federal Radio Commission, Washington, D. C., ad- 
dressed the meeting and mentioned that broadcasting 
problems were only a small portion of the work of the 
permanent body he heads. He advocated appointment 
of a director of broadcasting to remedy evils of the 
zone system, and urged manufacturers to devote more 
attention to development of sets of high selectivity rather 
than of high sensitivity. He told of the work of the 
commission at past national and international conferences 
and urged the group to cooperate. Dr. Hugh P. Baker, 
trade association manager Chamber of Commerce of 
the United States addressed the meeting. Morris Met- 
calf, Springfield, Mass., vice-president and treasurer of 
American Bosch Magneto Corp., made a report as head 
of the organization’s Fair Trade Practice Committee, 
on the work done in relation to cases of misleading and 
untruthful advertising. Leslie F. Muter, chairman, 
RMA credit committee reported upon the activities of 
the committee. On Wednesday evening the annual RMA 
banquet was held in the grand ballroom of the audi- 
torium, with an extensive program of entertainment. 

On Thursday another closed meeting was held by the 
RMA, with group meetings in the afternoon. Election 
of officers for the coming year was held. Mr. Metcalf, 
was elected president. Other officers are: Joseph L. 
Ray, vice-president, RCA-Victor Co., New York City, 

















CORBIN 


Wood Screws 

Drive Screws 

Coach Screws 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 

Speedometers 
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The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 





















Pw” Customers see 


the four sizes of 


i. | 
i Ati hs 


Moore Push-less Hangers 


through the novel window fronts of 
our new colored packets— 
and sales follow 


Our new metal Style “L” 
Cabinet is making profits 
for dealers everywhere. 
Contains 150 10c. pack- 
ets. Order from your 
jobber. 


MOORE PUSH-PIN COMPANY 


Wayne Junction 


Established 1900 


Moore Push-Pins and 
Push-less Hangers are 
handy “Devices to hang- 
up - things.” Constantly 


Philadelphia 
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The 


RIBBED BLADE 
Frevenls Sipping 


Mien who 


have tried the 


NON-SKIDB 


are discarding their 
smooth-blade screw drivers 


We. a man once tries the new Bridgeport 
Red Crown Non-Skid he buys at least one— 

when he wouldn't be in the market for any 
other screw driver—simply because it does work 
that no other screw driver will do! Put the 
Non-Skid Display Stand with Block and Screws on 
your counter! It’s free with opening stock of 
only one dozen quick-selling styles and sizes—costs 
you only $3.67 and sells for $5.50. Order now from 
your jobber or direct. 


The Bridgeport Hdwe. Mfg. Corp. 
Bridgeport, Connecticut 
The World’s Largest Makers of Screw Drivers 


Bridgeport 


TRAOE 


THE CHOICE of MEN WHO KNOW TOOLS 


KEKE 





Consumers have 
come to recognize 
the netting with 
the rooster label 
the highest 
quality product 


as 


that costs no more 
than the ordinary 
kind. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


first vice-president ; B.«G. Erskine, president, Sylvania, 
| Products Co., Emporium, Pa., second vice-president ; 
|Arthur L. Walsh, vice-president, Thomas A. Edison, 
| Inc., Orange, N. J., third vice-president ; E. N. Rauland, 
| president Rauland Corp., Chicago, Ill., treasurer. Newly 
elected members of the board for three years are: H. S. 
| Hyde general manager, Radio Master Corp., Bay City, 
|Mich.; R. W. Jackson president, Brunswick Radio 
| Corp., Chicago, Ill.; Ernest Kauer, president, CeCo 
| Manufacturing Co., Providence, R. I.; A. C. Kleckner, 
| vice-president, Webster Electric Co., Racine, Wis.; 
| James M. Skinner vice-president, Philadelphia Storage 
| Battery Co., Philadelphia, Pa., Mr. Rauland, Mr. Ray 
and Mr. Walsh. 

John W. Van Allen general counsel RMA, told one 
of the meetings about questions the association is inter- 
ested in that are now in the courts and mentioned the 
activities of the body in these legal battles. 

On Friday the board of directors of the RMA held 
a meeting and a joint luncheon meeting of that body 
and the directors of the other large associations joining 
with it in the show and convention was held later. The 
trade show was officially closed Friday afternoon. 


Making the Most From Newspapers 
Advertising 


Unintelligent advertising is the one obstacle which 
prevents more merchandisers from receiving better re- 
| sults from newspaper copy than any other single factor 
affecting returns. This view was expressed by an ad- 
vertising executive for one of New York’s largest stores 
and as this official enjoys the highest repute in his pro- 
fession, it would seem that he knows what he is talking 
about. As an example of what he meant, he made the 
following explanation : 

“T have seen campaigns for such items as garden hose, 
tools, rose bushes, sunporch equipment * * * and beach 
robes run exclusively in one New York newspaper with 
a predominant circulation in the five boroughs. Can 
people in apartment houses plamt rose bushes? I have 
seen merchandise suitable only for ‘cliff-dwellers’ adver- 
tised in publications which sell most widely in the sub- 
burbs. What sense is there in all this?” 

Other essential elements, according to the same au- 
thority, is the salt of humor and the ability to slant ad- 
vertising copy toward the individuality of the news- 
paper. Advertising embodying the principles mentioned, 
will aid in securing the best and most direct return, he 





concluded. 


Nearing Success 


The negligence of concentration in reading, or in any- 
thing else, has brought many men near enough to 
success to be nothing but failures. 

ioe 





If you want to pass the buck, blame your luck. 
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Shoe Lasts f 
and Stands 


ABSOLUTELY 
GUARANTEED 
AGAINST 
BREAKAGE 





MADE OF 
SEMI-STEEL 

WE will replace any claims for 

breakage free of charge. 

Stands finished in Red Enamel and 
Gold, lasts finished in Black Enamel. 
They sell on sight. 

Lock bearing, strong and rigid. 
Lasts are latest styles. One last for 
ladies’ shoes. Extra heel piece in- 
cluded for all sizes of heels. 

The Last that lasts a lifetime. 


The Fate - Root - Heath Co. 
901 Bell St., Plymouth, Ohio 


N. Y. Office—90-92 W. Bdw’y 
D. N. Winner, Mer. 








EVERYBODY’S FANCY 
LIGHTLY TURNS TO 
PITCHING SHOES 


Warm, sunny days . . 
birds singing . . horseshoes 
ringing . . everybody’s 
fancy lightly turns to 
pitching shoes. 


Sell tourists . . farmers 
. . suburbanites . . firemen 
and most everyone else 
Diamond Official Pitching 
Shoes. Also Diamond 
Juniors and Diamond Ac- 
cessories (stakes . . courts 
. . Carrying cases . . ruled 
books . . percentage charts, 
etc.) 





Write for information. 


DIAMOND 
CALK HORSESHOE 
COMPANY 


4622 Grand Ave. - - - Duluth, Minn. 
A NS eR 




















(CHICAGO) — 
SPRING HINGES 


is no other “‘Relax”’ 


The “Relax” leads all 
spring pivot hinges for 
quality, quietness and 
length of satisfactory 
service. 

This hinge is espe- 
cially desirable for Hos- 
pitals)§ Churches and 
Schools. It has been 
used with complete satis- 
faction on many of them 
throughout the world. 

Hardware dealers will find “Relax” 
Spring Pivot Hinges popular among 
architects and contractors because of 
their proven quality and many desirable 
features. 








Relax Type 6001 
Spring Pivot-Hinge 


Send for Catalogue H-42 


Chicage Spring Hinge Compang. 


CHICAGO — NEW YORK 













Why Do These Stores 
Keep Growing ? 


Here and there, around the 
country, are merchants who see 
each season ahead of the last. 
Little stores grow into big 
ones. These men, starting from 
scratch, gradually grow 
wealthy. They have competi- 
tion, just as you have. They 
are faced by the same condi- 
tions—chains, mounting over- 
head, shifting demands. But 
still they grow. They seem to 
thrive on the same conditons 
that sink the other fellow. 


There is no 100% prescription 
for hardware success. But 
there is a plan that works in 
most cases—a system that has 
converted hundreds of strug- 
ling stores into real money 
makers. Merchandise creates 
its own demand if displayed the 
way the Heller Company wants 
vou to display it. You will see 
the possibilities as soon as you 
see Reference Book 6-A. Send 
for it TODAY. 





“I'll have to admit that Heller 
knows how to merchandise 
through display,”’ said one East- 
ern hardware dealer to Mr. Van 
Hyning, our New York Man- 
ager, after a year of experience 
with the Heller display system. 
“I used to think buying and 
selling was the whole trick, 
but now, after following the 
Heller system, I realize that 1 
knew less than half of the 
modern method of merchandis- 
ing. Effective display counts 
as much as the merchandise 
and the prices themselves.” 


Business Equipment 
Building H E | LE R Store 
Sign in the Margin, cut out W. C. Heller & Ca. 


this ad and mail today. 700 Bryant St., Montpelier, Ohio 
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WAGON HARDWARE Ucaim® 
A Complete Line <> 








you can greatly simplify 
your buying by getting 

all wagon hardware from 

the Hall Manufacturing Com- 
pany. We make 
a complete line of 
\, wagon repair parts including steel clevises, 
\\\ end-gates, strap-bolts, wagon-rack iron, etc. 
\\ And every item of Hall Wagon hardware 
\\ you sell not only means a satisfied cus- 
tomer but a worth-while profit for you. 
Do you have our catalog? Better write 
for it at once. 


HALL MANUFACTURING CO., Cedar Rapids, la. 





















The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 











Segal Lock & Hardware Co. 


12 Warren St., New York City 
Jimmy- 4 
Latcher ge 
soll Padlock: 
AOAC 











Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 


Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores may ag ge age me and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
specting. G Distributors. 

jail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the oye x issue was published there have been more than © 
10,000 additions and corrections, and these appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 





Hardware Age Verified List Department 
239 W. 39th St. 


New York, N. Y. 
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Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President; 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 


“The Hardware Dealers’ Magazine” 
Published Every Thursday 
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Increased Sales Mean Lower Overhead 


N accumulated 


experience of twenty years is behind Duluth 


Recommendations and hardware selling equipment. Not only 





do you have the advantage of the ability and judgment of the Duluth 
engineers and factory staff, but you enjoy the advantage of the ex- 
periences of hundreds of hardware retailers whose good suggestions 
have been incorporated in the perfected Duluth units. 
recommendations cost you nothing. Simply write a letter today. 


Duluth 


DYULVIH 


Duluth Show Case Company, 5002 Wadena St., Duluth, Minn. 








FOR SMALL CABINET HARD- 
WARE, BOX, CHEST, REFRIGER- 
ATOR AND CUPBOARD 
HARDWARE, LOOK TO THE 


BRAINERD LINE 





Corners, Hasps, 


Hinges, Catches, SERVICE 
Handles, — AND 

Latches, ers, QU ALITY 
Knobs, Escutcheons, ASSURED 


Card Holders, Key 
Checks, Hooks, 
Mirror Plates. 


THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 





Ne. 0864 


N 
l 








WICKWIRE BROTHERS 
Poultry Netting Staples 


Made from good, durable wire, sharp 
pointed, thoroughly GALVANIZED. Sizes: 
3%, 7%, and 1 in. 

Packed in 100 Ib. kegs; in 50, 25, 10 and 5 
Ib. wooden boxes; in 5 or 10 1b. paper boxes; 
also %4, %, and 1 Ib. papers. All paper 
packages packed in wooden boxes. 


Your Jobber will supply you. 














“IVES” Patent Ventilating Lock 


a Eo; 


age mead er Window 





Menefesterers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 











A Practical 
*S” WRENCH 


Honest construction, quick 
adjustment and sure grip 
are always found in B. & 
C. Wrenches. 


Ask your jobber. 


BEMIS & CALL CO. 
Springfield Mass. 





Bei 
MARK 

















Stop in 


with your sales problems. 


239 W. 39th Se. 
New York City 


Hardware Age, 




















HARDWARE AGE for JUNE 19, 1930 





Hot of the Nail Ke 


Little yarns that others have laughed over 


culled from various sources. 


As a contem- 


porary puts it; “Some of them have been 


copied, the rest will be.” 








“Anyone could tell by look- 
ing at you that your parents 
came from Ireland.” 

“My parents did not come 
from Ireland,” said Pat. 

“Come on, don’t try to fool 
me, your face shows your 
parents came from Ireland.” 

“They did not,” said Pat, 
“They are in Ireland yet.” 


A clergyman accompanied 
by two charming girls stood 
admiring the beauties of a 
little stream. 

An angler passing by said: | 
“Any sport?” 

“Sir, Iam a fisher of men,” 
replied the parson with dig- 
nity. 

“Well,” retorted the fisher- 
man, glancing admiringly at 
the girls, “you've got the right 
bait.” 





It seems that one of the 
employees of Henry Ford | 
dreamed that Henry died. He | 
dreamed that he saw the | 
black casket being borne by | 
six of Henry’s oldest and | 
most faithful employees. As | 
the casket came by, Henry 
raised up, looked around and 
offered the following sugges- 
tions: 

“If you would put cane 

| 


under this casket you could 
lay off five men.” 


| 


“Now,” said the super 
salesman, “this instrument 
turns blue if the liquor is bad 
—green if it’s good.” 

“Sorry, but I’m_ color 
blind,’ apologized the pros- 
pect. “Got anything with 





a gong on it?” 


“I’ve decided on a name 
for the baby,” said the young 
mother. “I shall call her 
Euphrosyne.” 

Her husband did not care 


-for the selection, but being ‘a 


tactful fellow he was far too 
wise to declare his objection. 

“Splendid,” he said cheer- 
fully. “The first girl I ever 
loved was called Euphrosyne, 
and the name will revive 
pleasant memories.” 

There was a brief period 
of silence, then: “We'll call 
her Elizabeth, after my 
mother,” said the young wife 


| firmly. 


Small Son: “Grandpa, 
when areyou going to play 
football ?”’ 

Grandpa: “Football? I 
can't play football !” 

S. S.: “But dad said we'd 
get a new car as soon as you 
kicked off.” 


Panto stage hand to man- 
ager: “Shall I lower the cur- 
tain, guvnor? One of the 
living statues has the hic- 
cups.” 


“Mamma, I’se got a stom- 
achache,” said Nellie, six 
years old. 

“That's because your stom- 
ach is empty. You've been 
without your lunch. You'd 
feel better if you had some- 
thing in it.” 

That afternoon the pastor 
called and, in the course of 
conversation complained of a 
very severe headache. “That’s 
because it’s empty,” said Nel- 
lie. “You'd feel better if you 
had something in it.” 


Judge (to street car mo- 
torman): “Say, buddy, can't 
you run faster than that?” 

Motorman: “Sure, Bo, but 





I have to stay in the car.” 





—AND ALL JOKING ASIDE 


We believe in the truth of 
the expression “The consumer 
is in the saddle.” This is be- 
coming trite with repetition. 

Research investigates the con- 
sumer first—the product second. 

It was recently remarked that 
everything that can be said 
about salesmanship may be put 


| under these three headings: 


1. Knowledge of the goods. 

2. Common courtesy. 

3. Appreciation of the cus- 

tomer’s needs. 

1. Under the first much has 
been written. A_ reasonable 
amount of technical information 
is necessary. 

One must know the salient 
points of the lines he sells, but 
he must be far more familiar 
with their application. 


Modern salesmanship does not 
deal with orders for so many 
units, but in service; the units 
are but tools which make that 
service possible. 

2. Common courtesy in the 
broad sense designates ability 
to get in tune with the custom- 
er’s mental attitude. 

It does not represent a sweet 
| “Good morning” or a brotherly 
slap on the back. 

The objective is a synchroni- 
zation of mental operations. 

3. Taird, “the appreciation of 
the customer’s needs” is today 
the thing that dominates in 
business. 

It is the direct antithesis of 
the high-pressure propaganda 
too often phrased in “make ’em 
buy.” 











A New York professor 
says that married men are 
much more inventive than 
single men. They have to be. 


“Johnnie, what 
twenty-eight 


Teacher : 
month _ has 
days?” 

Johnnie: “All of ’em.” 


First “Central”: “Why 
don’t you get married, Jane?” 

Second Ditto: “I should get 
married! After what I heard 
all those married birds tell 
over the wire!” 


Mrs. Jones: “An’ how do 
you like the new electric 
washin’ machine?” 

Mrs. Sweeney: “Not at all 
Every time I get into it to 
take a bath the paddles bruise 
me somethin’ terrible.” 


Abe had shot a man and 
was sentenced to be electro- 
cuted. On the morning of the 
execution the warden told 
him how sorry he was, and 
how it was going to cost the 
State $500 to electrocute him. 

“Bum business,” spoke up 
Abe. “Give me $50 and I'll 
shoot myself.” 


Wife: “Horace, darling, 
drive carefully, won’t you? 
Remember we have Fido with 
us,” 


Hiram: “That leadin’ lady 
seems to have a break in her 
enunciation this evenin’.” 

Mirandy: “Hiram, you 
keep your mind on the sing- 


999 


in’. 
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CLASSIFIED OPPORTUNITIES 











CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help Wanted 

advertisements at Special Rate of 

one cent a word, minimum fifty 
cents per insertion. 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Aceounts Wanted” and “Sales Representa- 
tives Wanted” 
Set Solid, Minimum of 5 lines......$3.00 
Each additional line............ »60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional lime............ .&0 

Average 10 words to a line 

Allow One Line for Keyed Address 


Remittance Must Accompany Order 





Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
Bh meh. cccccccccccccveccccccccs OOOO 
Each additional inch.......-++++-+ 4.00 


Discounts for Classified Advertis 
4 insertions, 10% off; 8 insertions, 15% off 
Due to the special rate, these discounts do 
not’ apply on~ Position Wanted or Help 
Wanted Adverti t. 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
Address your advértisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 





Advertisements. 


























POSITIONS WANTED 


BUSINESS OPPORTUNITIES 





BUILDERS’ HARDWARE ESTIMATOR-SALESMAN, Contract Man, 
broad experience figuring from Architects’ Plans and specifications on 
all classes of construction work. Competent to take complete charge of Con- 
tract Department seeks position with progressive concern. Highest refer- 
— furnished. Address Box I-847, care of HarDwaRE AGE, New York 

ity. 





SALESMAN, age 41, married, twenty years’ experience selling job- 
bers and manufacturers screen, hardware cloth, netting, desires change. 
Sales 35 per cent over quota last year. Permanent connection more im- 
portant than salary or commission. Territory Chicago to Rocky Moun- 
tains, Missouri and north. References furnished. Address Box 7388-A, 
care of Harpware AGE, Otis Bldg., Chicago, IIl. 


ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian reservation. More demand for 
these rugs each day. A liberal arrangement will be made for those who 
—. to add this profitable line. Gallup Mercantile Company, Gallup, New 

exico. 





SUITABLE STORE for hardware business. Excellent thoroughfare, 
well populated district. Such a line is needed here. Gerbereux, 389 South 
Broadway, Yonkers, New York. 


SALES REPRESENTATIVES WANTED 








CAPABLE hardware, mill supplies, plumbing fixtures, building ma- 
terials, cutlery, hotel restaurant supplies, and catalog and price service 
man; desires connection with hardware jobber in the southern states, 
as buyer, sales manager or executive. Prefer mail order promotional work 
in the mail order department. Highest credentials. Address Box I-840, 
care of Harpware AGE, New York City. 





AM QUALIFIED to handle a position uf responsibility, either as sales 
manager or sales representative, where a wide acquaintance in the hard- 
ware field and a successful sales record are assets. Was for 15 years with 
one of the larger jobbers in the Middle West, 10 years as sales manager. 
For interview address Box 7375-A, care of HARDWARE AGE, Otis Building, 
Chicago, Illinois. 





ADVERTISING-SALES PROMOTION MAN having complete charge 
of sales promotion, sales staff, correspondence, merchandising, art work 
and copy of an outstanding syndicated advertising service used by retail 
hardware merchants all over the country. Services available immediately. 
Address Box 1-833, care of HarpwarE AGE, New York City. 





YOUNG MAN desires position with reputable hardware concern. I 
have five years’ experience as retail hardware salesman, and four years 
as specialty salesman on the road, will consider store work or road work, 
- — best of references, address Post Office Box No. 1723, Jackson- 
ville, Fla. 


HARDWARE MAN, 15 years experience, 10 years as manager, college 
and business. school education; some public accounting experience with 
largest American concern desires position in New York. Salary secondary 
to opportunity for advancement. Address Box I-851, care of HARDWARE 
Ace, New York City. 








Sales Representatives Wanted 


Well established house has several territories open on strict com- 
mission basis for Salesmen who have experience in selling Plumbers’ 
Brass and Rubber Goods, Pipe Fittings, Closet Seats, etc. Those 
who have a following among good Wholesale and Retail Hardware, 
Department Stores, and Plumbing Houses preferred. State age, 
experience, and line you now carry. Address Box I-852, care of 
HARDWARE AGE, New York. 














SALESMAN FOR ILLINOIS, MISSOURI, IOWA DISTRICT, TO 
SELL KITCHENWARE LINE TO RETAIL AND JOBBING HARD- 
WARE TRADE. HOUSEFURNISHING AND <PARTM 
STORES. SOMEONE KNOWN TO TRADE PREFERRED. SALARY 
BASIS AND STEADY POSITION. GIVE FULL DETAILS IN FIRST 
LETTER. ADDRESS BOX I-50, CARE OF HARDWARE AGE, NEW 
YORK CITY. 


SALESMEN WANTED-—Salesmen calling on hardware stores, house- 
wares and notion departments throughout the, East, to carry as a sideline 
a new/exclusive fast selling specialty on which a splendid repeat business 
is assured. Arrowhead Specialty Company, Hearst Building, San Fran- 
cisco, Calif, 


ESTABLISHED manufacturer of housefurnishing articles seeks three 
additional reliable sales representatives in Middle West to sell jobbers and 
department stores. Good repeater—fair margin. Endorsed by well known 
jobbers. Advertised in HARDWARE AGE. Write details to Box 1-844, care 
of Harpware AcE, New York City. 











HELP WANTED 


HARDWARE SALESMEN—One of the largest hardware jobbers lo- 
cated in New York City selling to retail hardware stores needs several 
salesmen. Only men with exceptional sales record are wanted. Box 625, 
Suite 200, Times Building, New York. 








CAPABLE man to take charge of large supply house located in the 
Bronx. Must be thoroughly familiar with hardware, mill, electrical, auto- 
motive and plumbing supplies. Best of references required. Address 
Box 1-846, care of HarpwareE AGE, New York City. 





SALESMEN or sales representatives to carry on a side, a short, sal- 
able line of Builders’ Hardware in the Eastern and Middle West States. 
Liberal commission. State lines carried and territory covered. Address 
Box 1-849, care of HHarpware AGE, New York City. 





H'AVE SEVERAL TERRITORIES OPEN on high grade line wooden- 
ware items. Would make fine side line for salesman calling on hardware, 
furniture and department store trade. Liberal Commission. The Monarch 
Products Co., Tiffin, Ohio. 


SALESMEN calling on hardware, plumbing, electrical trade and munic- 
ipalities, have high grade line on commission as side line. Tractor Bit 
and Tool Company, Glen Ellyn, Illinois. 








BUSINESS OPPORTUNITIES 


FOR SALE—To settle estate, will sell stock of Hardware and Fixtures. 
Invoice about $8,000. Fixtures $3,000. Salesroom 50 ft. by 75 ft., ware- 
room 25 ft. by 75 ft., located on Main Business Street. 50 ft. Plate Glass 
frontage, rental $45 per month or building can be bought for $4,500. 
Only Hardware in town of 600 population, wide rural trade territory, 
crop prospects excellent. Business established over 40 years. Fine _oppor- 
tunity for one with a little capital. Write J. P. Warden Estate, Paul J. 
Warden, Manager, McCracken, Kansas. 








OPPORTUNITY to buy controlling interest in 75 year old jobbing 
Hardware Company. Well known firm with established patronage and 
highest reputation. Small investment will bring large return to enter- 
prising purchaser. Large citv on Eastern Seaboard. Address J. L. C., 
29 Warren St., New York City. 





AMAZING SCREW-HOLDING SCREW-DRIVERS! Remove, insert 
screws inaccessible places! Factories, garages, electricians, mechanics, 
auto, radio owners buy on sight! Exclusive territory. Free trial. 
TOOLCO, 4102 Spring Lane, Boston, Mass. 


LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time. Every stove er a Territories open. McCarthy 
Mfg. Co., Pear Ave.. Cleveland. Ohio. 


SALES ACCOUNTS WANTED 


MANUFACTURERS REPRESENTATIVE, Chicago office, with sub- 
stantial following among hardware, paint dealers, also housefurnishing 
and department store trade and jobbers, wants good line on commission 
basis. Chicago territory. Excellent bank and commercial references. A. B. 
Ludwig and Company, 3772 No. Clark Street, Chicago, Ill. 
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Short. but 
to the point 


You can have Atlas 
Tacks and Small Nails 
to meet the needs of all 

your customers. 


A complete line is always 
available in both quality 
and price range. 
Also Double Pointed Tacks 
and Staples, Rivets and Burrs, 
Escutcheon Pins, Furniture 
Nails, etc. 


. ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. 








DISPLAY CABINET D19 


REFILLS: 
D 19 Assort- 
HW ment: Packed 
¥ gross sets: 







Cost dealer $9 per gross sets, sell for $14.40 


DOMES of SILENCE 


are Nationally Advertised 


QUICK SELLERS. 
You're sure of a good profit also. 
Ask your Jobber for Genuine 
Domes of Silence and look 


for the name inside of each 
dome. 


If your Jobber cannot sup- 
ply you—write us direct. 


We also make all grades of Sliding Casters, Pin Slides, Felt 
Slides, Radio Felt Feet, Insulated Slides, etc. 


DOMES of SILENCE, INC. 


21 Pearl Street New York City 














ST. LOUIS, MO. UN | 





50 years on a DOOR 














Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TrRapDe /BOMMER, MARK 


Milliens and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 
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ONE KEY! 


REPLACES NINETY! 








THE SUPT. 
HAS THE MASTER 
KEY FOR ALL LOCKS 





EACH DRIVER HAS ONE 
KEY FOR ALL LOCKS ON ONE TRUCK 


Special attention to Master-Key jobs is a part 
of HURD service. Pass this service on to your 
trade. 

We recently supplied a complete set of locks 
for one truck operator, who used three locks on 
each of thirty trucks. In place of ninety dif- 
ferent keys, this superintendent now carries one! 
Each of his drivers has one key which unlocks 
his own three locks, and no others. This is 
customary Hurd service. Ask about it. 


E. P. Hurd, Lock Builder 


Detroit 


Branch Offices 
age Sarena tare ee es 104 Walker St., New York City 
MON EPROPS ee ere ee ee ee Lakeview, Ohio 
Charice | en ere re 703 Market St.. San Francisco, Cal. 
Ben B. Weldon 711 Mutual Bldg., Kansas City, Mo. 
Malone, Wheless Co......2022 Columbia Road, Washington, D. C. 
Richardson & Bureau, Ltd., 129 St. Peter St., Montreal, Que. 
Export Office 7 a 
American Steel Export Co., 535 Fifth Ave., New York, N. Y. 





DETROIT 
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It is GUARANTEED-- 


there are no comebacks 


Dealers prefer the Peoria 
Nozzle because they can 
guarantee it. It is correctly 
made. The price is right. There 
is no worry about comebacks. 
The Peoria offers dealers quan- 
tity nozzle sales with little 
effort and sure profit. 


Users choose the Peoria 
Nozzle because its spray is 
perfect—never lopsided—and 
it won't leak. It is depend- 
able. The attractive appear- 
ance of the Peoria is another 
reason buyers choose it. And 
users stay satisfied! 


Most Jobbers have the Peoria Nozzle. If yours can't 
supply you, write the factory for full information. 








Peoria, Illinois 


Catalogs and Electros on Request 


SOLD THROUGH JOBBERS ONLY 


ORIGINAL 
CLINCHER MENDER 


“CROWN” 
SPRINKLER 











